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Can THIS Be 
An Appliance Store? 


Jefferson Stores, Florida’s biggest TV-ap- 
pliance chain, recently opened a new “super 
store” in Fort Lauderdale. At first glance 
it may not look like an appliance store, but 
it is—and lots of other different things be- 
sides. see page 22 


Making Service Pay 


This dealer in Pueblo, Colo., says, “We 
can’t afford not to have'a service depart- 
ment.”” Here’s how he makes his service 
function pay its own way. see page 18 


From Westinghouse: 
New Franchise Deal 


With the Diamond Jubilee new line came a 
franchise plan that pulls no punches and 
was drawn up to lay to rest some of the 
major gripes of dealers about the chaos 
plaguing the appliance industry in Amer- 
ica today. see page 7 


Sunbeam Casts Vote 


For 1-Brush Polisher 


How many brushes should be on a floor 
polisher? Sunbeam now enters the debate 
with a single brush polisher, some interest- 
ing plans for distribution and retailing, and 
the prediction that the product will prove 
a sleeper. see page 2 


Dispute Inside Dryers 


There are a lot of different ways to turn 
off a dryer when clothes are dry:and each 
manufacturer thinks he has ‘the answer. 
How do they work? see page. 3 
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Theyre Grabbing 
For Your Share 


At the top-level Boston Conference on Distribution last week, your com- 
petitors made it clear that they are after more of the appliance dollar. 


@ DISCOUNT HOUSE: 


“Price maintenance was a failure in the elec- 


trical appliance field long before legal bulwarks crumbled.” 


@ MAIL ORDER SALES: 


“There is no such thing as a mail order cus- 


tomer, or a retail customer—there is only a Sears customer.” 


@ DEPARTMENT STORES: 


“The idea of greater sponsorship of our 


own store’s goods and our own labels is a healthy one.” 


@ 5% 10¢ STORES: “We have been expanding rapidly in many items, 
including a much broader range of hardware and electrical appliances.” 


@ SUPERMARKETS: “We can trace several developments which have 
placed television sets and refrigerators alongside canned tomatoes. Our 
non-food departments can operate at substantially higher margins.” 


The quotes above are just a quick sample 
of what a few of the nation’s top executives 
and university marketing professors told an 
overflow audience of their peers at the an- 
nual Boston Conference on Distribution, held 
for two days last week at the Statler Hilton 
Hotel. 


This year’s idea forum was the largest ever, 
a conference official told EM Week. More 
than 600 persons attended each of the 22 
sessions. Total registration was close to 2,000. 
Sponsors were Boston College, Boston Uni- 


versity, Harvard University, MIT, North- 
eastern University and the Retail Trade 
Board of the Greater Boston Chamber of 
Commerce. 


The theme of the conference was ‘America’s 
Stake in World Distribution,” but on Tues- 
day morning speakers got down to hard facts 
and figures about the changing character of 
the domestic retail market. “Contest for the 
General Merchandise Dollar” was the topic. 
Speakers pulled no punches. 

Continued on page 33 
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Goes Wild With 


TV Guarantees 


The Phileo Chicago branch 
service program, launched last 
June, shifts into high gear this 
week with consumer ads, full 
dealer cooperation 


Whether or not manufacturers 
nationally alter their warranty pro- 
grams, Philco customers in Chicago 
are receiving a guarantee, not a 
warranty, on most of their brown 
goods purchases. 


Starting last June, on what may be 
a factory trial run, Philco Distribu- 
tors, Inc., the Chicago branch, 
boosted factory responsibility for 
19-inch television to one full year 
on both parts and labor where the 
customer brings the set in. On 23- 
inch consoles and all stereo con- 
soles, the customer gets 90 days of 
in-home service, all costs. There- 
after, the regular warranty on the 
picture tube applies. 


All this is inboarded on dealer 
costs, and every dealer pays for the 
service. However, servicing dealers 
making in-guarantee service calls 
and furnishing parts merely bill 
Philco. Philco’s Chicago central 
service setup involves some 27 in- 
dependent contractors—thus  pro- 
vides 27 locations for deliver-your- 
own service. Servicing dealers get 
the same money per job as the in- 
dependent contractors on central 
service. 


The program is full-scale, and will 
get support in the form of some 
50,000 lines of dealer-signed ads 
through Christmas. Philco-Chicago 
is furnishing store banners, stickers 
for sets, and a customer service cer- 
tificate. 


Other Chicago distributors offer 
service somewhat beyond the stand- 
ard factory warranty, but none is 
reported as far-reaching as_ the 
Phileco program. Motorola, for ex- 
ample, has a full-year warranty on 
parts; Admiral, through one service 
branch, offers a full year of service, 
90 days on parts. 

“Getting in line with our white 
goods policies is the principal ben- 
efit, we think,” says Bill Fortune, 
Philco’s branch manager. 


Fortune is also happy with the Bet- 
ter Business Bureau’s reaction. The 
Chicago office of the BBB agrees, 
he says, that this program can elim- 
inate almost all complaints about 
television service. 


G-E Sees Union Weakening; 
Workers Balk At J. B. Carey 


Was the phalanx of James B. 
Carey’s International Union of Elec- 
trical Workers cracking in the 
strike against General Electric? 

The company believed the strike 
itself after three 
IUE’s biggest local (8,700 
workers in Schenectady, N.Y.) re- 
turned to work in defiance of na- 
tional leaders. G-E said about 500 
workers were coming back daily, 
that 15,000 out of 55,000 were work- 
ing around the nation. Convinced 
it could win, G-E rejected a union 
compromise. IUE’s plan: dropping 
cost-of-living raises for a 3%% 


was breaking 


weeks 


wage boost 
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a? Al 9 e 7 - 
FF (That’s Friendly Frost) Is Listed 
WHEN FRIENDLY FROST stock joined American Stock Exchange list, Presi- 
dent Frank Perloff, with mike, and Treasurer Jim Jordan, left, interviewed 
Exchange President Edward McCormick, Exchange Governor Louis Reich, right. 


Hawaii was good to Gibson; so 
good the company has a prob- 
lem: How will Panama City 
handle their 9,000 fun-seeking 
dealers? 


Gibson Refrigerator Sales Corp. 
finally tallied up the orders gar- 
nered in Hawaii and discovered 
they were 74% over last year’s 
convention, previously considered a 
bell-ringer, and had qualified 9,000 
dealer personnel for trips to Panama 
City. 


In a year like 1960, this is cause for 
celebration at any plant, and Gib- 
son is apparently no exception. (Ac- 
tually, orders were 74.5% up, but 
“the stray half-percent isn’t impor- 
tant and we can be modest about 
it.”) However, preparations for 
Panama were made on the basis of 
6,000 visitors, with a possibility of 
stretching it to 7,000. 

W. C. Conley, sales corporation 





president, said, “‘The response over- 
whelmed us. We are currently talk- 
ing with Braniff and Hilton Hotels 
International to try to increase ar- 
rangements.” In the interim, Conley 
added, firm reservations will be 
based on a first come, first served 
schedule, with delivered orders get- 
ting top priority 

Among other things needed is an- 
other Boeing 707-227 jet plane to 
handle the overload, a company 
spokesman said, adding that these 
were not easy to come by 


The 9,000 qualifications mean at 
least 90,000 pieces, since 10 was the 
magic number in Honolulu. “Of 
course, it ran more than that,” Gib- 
son people said. According to L. W. 
Hamper Jr., sales corporation vice 
president, the two sales leaders 
were Gibson’s 13.2-cu.-ft. double- 
door with ice-master, and the com- 
pany’s freezerless Market Master, 
with the Ice-Master freezer and 
some chests following. 





New In Polisher Derby: 
Single Brush By Sunbeam 


week took the 
wraps off its new Super Brush floor 
conditioner. The single-brush ma- 
chine will list at $29.95 plus $2.95 
for the optional liquid dispenser. 


Sunbeam last 


Really new on the Super Brush is 
a nylon web cleaning pad that can 
be washed and drip dried after use. 
Included in the $29.95 package are 
the nylon scrubbing pad, polishing 
brush, felt buffing pad and adjust- 
able rug cleaning attachment. 

“We've been working on the 
single brush idea for a couple of 
years,” said Matt Hegerich, floor 
care manager. ‘“‘We’ve noticed a 
definite desire from consumers and 
the trade for a good single-brush 
machine.” 

Sunbeam has been co-operating 
with Johnson’s Wax in the promo- 
tion of Sunbeam’s twin-brush mod- 
el and company spokesmen indi- 


cated that Johnson’s was “in on the 
development of the Super Brush.” 


The new polisher is being test mar- 
keted in five New England states 
under Sunbeam’s selected distribu- 
tion plan. Distributors and dealers 
that handle the company’s vacuum 
cleaners will handle the polisher. 
“We’ve found that this kind of 
distribution setup answers. the 
problems in the floor conditioning 
field,’ said Hegerich. ‘It enables the 
distributor to insure fair and ade- 
quate profits to his selected dealers.” 
Perhaps as a result of the tests, 
Sunbeam will find the answer to: 
“How many brushes does Mrs. Con- 
sumer want on her scrubber-pol- 
isher?’”’ When the company intro- 
duced its twin-brush polisher last 
July, it wasn’t test marketed. Since 
both models are identically priced, 
comparisons won’t be difficult. 





Can You Sell 

* ““‘e oa 
Hi-Fi Rigs? 
Bell Sound and Lafayette Ra- 
dio are betting that dealers 
can move technical high fidel- 


ity components over the coun- 
ter in profitable quantities 


Bell Sound is inaugurating a two- 
step distribution plan to bring high 
fidelity components to the non- 
audiophile through appliance, mu- 
sic and camera store outlets. 

And Lafayette, while not follow- 
ing Bell Sound’s route, is also 
checking appliance dealers as po- 
tential licensees for its complete 
line. 

“Our arrangement resembles the 
Western Auto licensing program,” 
explained Robert Laub, vice pres- 
ident of Lafayette, which is a com- 
bination New York high fidelity 
chain, catalog house and manufac- 
turer. ‘“‘We’re licensing our name to 
an individual.” 


Basis of Lafayette’s associate store 
setup will be the company’s own 
brand. Laub expects his dealers not 
only to sell high fidelity compo- 
nents, but resistors, capacitors, elec- 
tric tools, cable, hobby lines and 
amateur equipment. 

This type of merchandise may 
eliminate the general appliance 
dealer or the TV serviceman, ac- 
knowledged Laub, but Lafayette has 
already licensed one dealer and is 
closely watching his operation. 

To get into the Lafayette deal— 
and the company wants 25 to 50 
new stores in fresh territory next 
year—you’ll need $25,000 to invest 
in inventory. There’s no set rule on 
how this inventory money will be 
distributed among Lafayette’s line. 

At the same time, the licensed 
dealer will carry the Lafayette cat- 
alog and sell unstocked equipment 
from it. Underlying the whole deal 
will be Lafayette’s ability to buy in 
volume from manufacturers and sell 
for less than the manufacturers who 
have to go through the distributor- 
representative network. 


Bell Sound is banking on simplifi- 
cation. By offering a complete line 
of matched components, including 
speakers, at a wide range of prices, 
Bell hopes to eliminate the bewil- 
dering profusion of equipment a 
buyer confronts in hi-fi salons. 

To smooth the path, Bell is offer- 
ing a long margin: 18% for distrib- 
utors, 40% for dealers. And the 
company will furnish co-op adver- 
tising money and special display 
material and merchandising aids. 





No Change in Salon Sell; 
Magnavox Receives Protests 


Most of Magnavox’s big depart- 
ment store accounts and some 
smaller dealers in the New York 
City area went on record last week 
against a decision by Magnavox to 
write orders at its new Madison 
Avenue showroom (EM Week, Oct. 
17). 

Officials at Magnavox headquar- 
ters in Fort Wayne, Ind., were not 
revising plans. They said that, like 
any new idea, this one would take 
some selling to dealers. The com- 
pany will continue to sell from the 
salon, take a commission from the 
top, while referring customers’ or- 
ders to dealers. 
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Dryer Claims Fly Thick And Fast 


Heading into the middle of a mediocre dryer sales season, manu- 
facturers last week had little to say about how they were doing. 
Instead, they busied themselves with thrusts and parries over 
recently and not-so-recently introduced “automatic” dryers 


“Anything THEY can do, we can 
do too,” chest-puffing dryer manu- 
facturers were singing. The THEY 
in question: Maytag, which has 
made quite a to-do over its new 
“Magic Touch” dryer, which shuts 
itself off when the clothes are just 
dry enough. 

But the meat on the bone of con- 
tention last week wasn’t so much 
whose system would do what. 
Practically all manufacturers 
claimed their dryers could shut 
themselves off automatically when 
clothes were properly dry. The big 
argument went deeper—into the 
inner workings of the _ so-called 
automatic controls: How does each 
one work and which does the best 
job? 


Maytag’s system works like this: 
Electronic sensing elements at- 


tached to baffles mounted in the 
drum actually touch tumbling 
clothes. Moisture in the clothes 
causes a slight electric current to 
pass in these sensing units. As long 
as there’s enough moisture to con- 
duct the current, the heating ele- 
ment stays on. When moisture con- 
tent dips below a certain level, the 
control either turns off the dryer 
or turns the cycle over to a timer 
which handles conditioning. 


Whirlpool’s William Scott, director 
of product engineering, explained 
that the comvany’s modulated 
heat dryer works by controlling 
the exhaust temperature—keeping 
it steady. Heat input is tempered 
by a sensing thermostat in the in- 
take. And because there are two 
thermostats—the input one and 
one in the exhaust—ambient (out- 


side) variations have no effect. 
What’s the end result? A com- 
pany spokesman translated the en- 
gineer-talk: “As the moisture con- 
tent of the drum drops and the 
temperature begins to shoot up, 
our gimmick turns down the heat. 
If you dry clothes at the same tem- 
perature until they’re completely 
dry, they come out harsh and stiff. 
This way they’re soft and fluffy.” 


Norge’s anti-overdrying story cen- 
ters around two different input 
temperatures instead of just one. 
“That way, delicate clothes are 
never exposed to the full blast of 
heat,” explained Robert Brookman, 
dryer sales manager. “Other sys- 
tems operate on various timed cy- 
cles. If the customer sets ‘medium’ 
on the dial, she just gets a shorter 
drying time. With ours, when she 
sets ‘medium,’ she gets a lower 
heat.” 


G-E’s Robert D. Day, manager of 
product planning, in laying open 
his company’s method for defeating 


overdrying said: ‘Our particular 
system measures the temperature of 
the output air—-which rises as you 
run shy of moisture in the clothes. 
At a certain point, we trin the 
heater off, leave it off for a while 
until some of the moisture deep 
down in the clothes comes to the 
surface, trip it on again and so 
forth. Both time and temveratu-e 
come into this operation. With this 
system—which compensates for am- 
bient temperatures with an intake 
thermostat—we can get quite accu- 
rate moisture retention in clothes.” 


Frigidaire, Philco, Speed Queen and 
Westinghouse spokesmen all al- 
lowed that their automatic dryer 
systems worked along time and 
temperature lines. 

‘We don’t consider these sensing 
devices very new,” Philco’s Albert 
Emanuel, laundry division manager 
shrugged. As for electronic drying 
in particular, Hotpoint’s George Ep- 
stein had this to say: “We and 
everybody else have been testing it 
for a little better than three years.” 

















4 "a 


‘ 


FP sed 








ve 





All New G-E Washers Can Handle 1 


eee 
weaak’ - 
Maata 
maseaei 

wenn 
» Saunas 


if 4 o : 34 
zs ‘i 3 ; 224 
‘ins 2 == 













Sie 


2 Pounds 





THAT’S 20% MORE capacity than last year. At the same time, the entire 1961 
laundry line is only 25 inches deep. Other features: New wash basket, more 
powerful heavy-duty motor in washers. Dryers have automatic time and tem- 
perature controls in top models. Watch New Products section for details. 





Japan Imports Up Again— 
Radios Ahead By 33.8% 


As the week drew to a close, 
the Japanese radio situation 
was more tangled than ever 


Despite a self-imposed quota on 
radios with three or more transis- 
tors, Japanese exports to the U.S. 
were up for the first six months by 
59.44% in units and 60.53% in 
dollar volume (to $25,440,000) 
over the same period last year. 

And the 282,000 tube models 
shipped in for the January-June 
period represented a 54.09% jump 
in units and a 93.22% gain in dol- 
lars to $1,938,000. 


Eight-month figures from the De- 
partment of Commerce on USS. 
imports, compiled differently from 
Japanese export figures which are 
furnished by MITI, tell an equally 
vivid story. 


At the end of August, the U.S. had 
imported 3,086,679 Japanese tran- 





Motorola Team Sells Facts Full-Time 


There’s one product know-how 
man for two district managers 
and they tell Motorola dealers 
about important features 


Motorola hired 10 new men this 
year, and put nine of them to work 
for the 10th. None of them writes 
any orders, none of them handles 
co-op programs, none offers any 
special deals—but they all sell full- 
time. 

Their department—newly organ- 
ized—is charged with the chore of 
“winning the close ones,” in the 
words of S. R. Herkes, vice presi- 
dent of marketing. Herkes means 
that these 10 men deliver the facts 
and pitches that pay off when the 
dealer helps his customer choose be- 


tween a Motorola unit and the com- 
petition. 


Dealer development programs are 
nothing new, of course. Perhaps the 
only thing different, really different, 
about this one is its single-minded- 
ness. Under Harry C. Chrabot’s di- 
rection, the nine field men hew 
strictly to the line of more and bet- 
ter product knowledge. 

They hew pretty fast, too. The 
rate is about 50 dealer contacts a 
day for the nine men. That’s over 
400 a week. The avowed goal is to 
present the factory’s point of view 
to about 60% of the dealership. 


Here’s how it’s done: By appoint- 
ment, the dealer development man- 
agers make the rounds with distrib- 





utor salesmen. During the course 
of these calls, informal contacts are 
made catch-as-catch-can, sometimes 
even to the extent of a short meet- 
ing with dealer sales personnel. In 
each area, the development man 
also holds dealer meetings in con- 
junction with the distributor 
breakfast, dinner, anything goes. 
Although Manager Chrabot 


doesn’t like the words “canned 
meetings,” everything in the de- 
velopment program is down in 


black-and-white on a script. The in- 
formation is dug out of Motorola’s 
engineers for the most part, and 
doesn’t merely follow the lines of 
the national advertising. Reasons 
why a certain type of circuit is a 
good idea easily rank with ad agen- 
cy dreams in Chrabot’s scripts. 








sistor radios worth $29,891,323 and 
229,275 portables, according to De- 
partment of Commerce figures. 


Here’s a rundown by BSDA on 
Japanese radio export figures to 
the U.S. from the Ministry of In- 
ternational Trade and Industry: 


1960* 1959* Percentage 
Total radio 
receivers 2,922 2,183 -+ 33.85% 
Tube type 282 183 + 54.09% 
3 or more 
transistors 1,840 1,154 + 59.44% 
Others 800 846 — 5.43% 
Radio 
phonographs 10 6 + 66.67% 
Sound recorders, 
reproducers 34 7 +385.71% 


*Thousands of units 


The 54% jump in tube models has 
been attributed to a flood of $10 
straight AM sets. And now there 
are at least five Japanese AM-FM 
table sets on the market, all sell- 
ing for $30 or less. These are be- 
ing marketed under Delmonico 
International, Star-Lite, Poons, 
Lafayette and Honeytone brands. 
Wholesale prices? Star-Lite is o-- 
fering its  six-tube model for 
$19.50. The Honeytone wholesales 
for about $20. 

The’ mounting numbers touched 
off another series of controversies. 

In Japan, RCA Board Chairman 
David Sarnoff said the current ex- 
port rate of Japanese transistors 
wouldn’t jeopardize U.S. market, 
that business must be two-way. 


In the United States, other manu- 
facturers violently disagreed with 
Sarnoff. And Richard Stollmack, 
head of Transistor World Corp. 
(Toshiba), wrote to the Japanese 
government, pointing out that the 
quota set up now favored smaller 
manufacturers and was hurting 
the market for bigger companies. 


REGIONAL 
ROUND-UP: 


EAST... DETROIT—Unseasonable 


cool weather continued _ to 
plague local appliance dealers. 
Detroiters this summer experi- 
enced cool temperatures, thus 
reducing purchases in the re- 
frigeration and air conditioning 
market. Ed Adams, an officer of 
the Michigan Appliance Dealer 
Assn. explained, ‘‘Cool weather 
caused less breakdown of re- 
frigerators so replacements were 
not necessary; and who needs 
air conditioners when the tem- 
perature doesn’t hit 90?” Adams 
also explained that advertising 
has been to no avail. We re- 
cently spent $283 on an ad that 
only drew one inquiry.” 
Washers and dryers have 
been paralleling their sales of 
last year, but there was concern 
about the springing up of auto- 
matic laundries. As a depart- 
ment store buyer put it: “Our 
volume is equal to that of a year 
ago, but if sales do not improve 
throughout the winter months, 


Vinyard said September 
sales were a little better than 
August and that this, coupled 
with good business in the sum- 
mer, almost offset the slow- 
down earlier in the year. 
Sales for the first nine months 
of the year were off only about 
2% from the comparable pe- 
riod in 1959. For the first two 
weeks in October, sales were 
down about 2% from last Oc- 
tober. 

Laundry equipment has been 
Vinyard’s best seller, but tele- 
vision sales were good just be- 
fore the World Series. Refrig- 
erators, which were slow in 
August and September, picked 
up in the last two. weeks. 
Ranges, water heaters and 
dishwashers were down, Vin- 
yard reported. 

“Layoffs in steel mills hurt 
our business bad,” reported 
Merrill Heating & Appliance 
Co. of nearby Ensley. Hugh B. 
Merrill pointed out that many 
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workers live, reported sales bet- 
ter this year than last. 

“Volume is down a little,” 
Smith said, “but profits are up. 
The reason for this is that we 
try to get General Electric rec- 
ommended list prices, as do 
other Fairfield dealers, and 
price cuts by Birmingham deal- 
ers don’t hurt us much. The 
Fairfield people are somewhat 
clannish and would rather buy 
from someone they know than 
from a stranger.” 


MIDWEST .. . ST. LOUIS—Appli- 


ance sales were picking up, af- 
ter a dreary summer. George 
Meyer, general sales manager 
of Interstate Supply Co., RCA 
distributor, reported: ‘‘Business 
has picked up considerably in 
the past 10 days—notably 
washer-dryers and _ television. 
We expect to really up our sales 
of color sets by tying a big pro- 
motion of our own to Color Day 
U.S.A., Nov. 1 (all-day color on 


then we’ll be sure the laundro- 
mats are drawing on business.” live in his territory. 

William B. Barris of Kay-Bee “Despite the strike last year, 
Appliance, said, “The fashion- our sales were a third better 
ably compact, portable TV’s and than this year,” Merrill said. 
stereos have taken precedence “The reason for this is that 
over console models. These, while the strike was on, we 
along with transistor radios postponed payments on pur- 
have shown a decided increase chases until after it was over. 
in dollar volume.” But with the present layoffs, 

we can’t do that. Some men 

SOUTHEAST .. . BIRMINGHAM, have been laid off six or seven 
ALA.—Always a slow month months and there is no telling 

in appliance sales, October this when they will be recalled. 
year was proving no exception, And those who are working 
most dealers reported. But they are not buying because they 
gave different reasons for the are afraid they may be next.” 
drop-off. Merrill’s best sellers were re- 

“It is the general opinion, I frigerators and washers and 
understand, that business dryers, with television and 
drops off in an election year,” high-end stereo next. 
said Forney G. Vinyard of Andrew J. Patrick is another 
Maytag Sales & Service Co. Ensley dealer who was blam- 
“And the nearer the election, ing steel mill layoffs for a 25% 
the slower the business. So, I drop in sales this year. But M. 
predict that after the presiden- E. (Pat) Smith of Smith Appli- 
tial election, business will im- ance Co., Inc. of Fairfield, an- 
prove, no matter who wins.” other area where many steel 


Tennessee Coal Iron employees 


NBC). 

“Some dealers have had a 
slow summer,” said George 
Knittel, veteran G-E dealer. 
“My refrigerator sales were 
slow, but TV picked up sharply 
during the summer and now 
overall sales are improving,” he 
said. As a result of good televi- 
sion sales, Knittel said his store 
has shown a 12% gain in unit 
sales and a 2% gain in dollar 
volume. 

There was optimism, too, 
at Scruggs-Vandervoort-Bar- 
ney, department store with a 
downtown location and two 
suburban stores. 

“Our major appliance sales 
have been the bright spot in our 
household sales, said W. A. Hea- 
ton, general merchandise man- 
ager. “We are running nearly 
50% ahead of the first two 
weeks in October a year ago. 
In September major appliances 
were 7% ahead of last year 
while radio and television sales 


Guarded optimism about the fall appliance-TV season shows up 
in reports from around the nation early in the month of October. 


were 39% ahead. We are very 
pleased with our Frigidaire ap- 
pliance and Magnavox radio- 
television products,” he said. 


SOUTH ... LITTLE ROCK, ARK. 
—Television and dryers led the 
market here as fall appliance 
sales showed an improvement 
over the first two-thirds of the 
year. 

A salesman at Steinkamp’s 
Home Furnishers, near. the 
downtown area, had this expla- 
nation: “I believe the World 
Series and the football games 
gave the boost to TV sales. As 
for the clothes dryers, people 
are just getting ready for win- 
ter.” 

Higher sales of these two 
items appeared to be general 
both downtown and in the sub- 
urbs. 

At Freddy Walloch Television 
and Appliance Store on the 
southwest outskirts of the city, 
a spokesman said that television 
was the big seller, with washers 
and dryers close behind. He 
said prices were growing more 
competitive, and Walloch, a 
large volume dealer with two 
big rival stores established 
nearby in the past year, was 
having to promote more than 
ever. 

“But the trend is for people 
to come out to this part of town 
to buy their major appliances,” 
he said. 

A salesman at a downtown 
store said he believed slow sales 
earlier in the year were the 
reason for lower, more compet- 
itive prices now. 

A spokesman for’ Fones 
Brothers, a Westinghouse dis- 
tributor, said that television 
and stereo were moving best. 
He reported that his sales of 
white goods were off slightly, 
but he expected these to im- 
prove as farmers in the state 
move farther along in their 
crop harvests. 
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There'll Be A Hot Time Tonight 


HONORARY FIRE CHIEFS CAVORT as General Electric distributor preview 
ypens in Louisville. In center is J. W. Tremaine, manager of St. Louis district, 
flanked by his dealer sales manager, A. E. Ellebracht, right, and P. A. Tilley, 
range department general manager. They rode downtown in borrowed fire truck. 


ri 





THIS WEEK'S [iii 
COLOR TV [Iii 


MONDAY (All Times E.D.T. Through 
Saturday) 
6 A.M. (NBC) Continental Class- 
room (Monday-Friday) 
10:30 A.M. (NBC) Play Your Hunch 
(Monday-Friday) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 
2 P.M. (NBC) Jan Murray (Monday 
Friday) 
9:30 P.M. (NBC) Hallmark Hall of 
Fame 
11:15 P.M. (NBC) Jack Paar (Mon- 
day-Thursday) 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tenn. Ernie Ford 


FRIDAY 
9 P.M. (NBC) Bell Telephone Hour 


SATURDAY 
10 A.M. (NBC) Shari Lewis 
10:30 A.M. (NBC) King Leonardo 
7:30 P.M. (NBC) Bonanza 


SUNDAY (Start of E.S.T.) 
6 P.M. (NBC) Meet The Press 
-M. (NBC) Shirley Temple 
-M. (CBS) Danny Kaye 
«M. (NBC) Chevy Show 








INDUSTRY |i 
MEMO [iil 


e With 40 weeks of the year gone, 
television production was off almost 
4% from 1959. However, produc- 
tion for the week of Oct. 7 dropped 
28% below last year (see Industry 
Trends, page 37). Only dishwashers, 
disposers and phonographs were 
consistent. Washer shipments saw 
the worst August in four years. 
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What makes HOOVER the biggest name 





in floor care? 





Ask any group of women which brand of vacuum cleaner they prefer, 
and the majority of them will say ‘“‘Hoover’’.* The reason is obvious. 
Most women know (either firsthand or from their mothers before 
them) that the name Hoover on a vacuum cleaner means quality and 
performance. The Hoover, they’ll tell you, is built to last, as well as to 
clean best. And, they show strong brand loyalty for other Hoover 
appliances—like the Pixie, the Dustette, and the Hoover Shampoo 
Polisher. It’s this brand loyalty that’s helping build sales for the new 
Hoover Electric Floor Washer. 





This reputation for quality and performance makes. Hoover the 
name that’s remembered from generation to generation . . . the impor- 
tant factor that builds demand and smooths sales for you. 
REPUTATION: another reason HOOVER is the biggest name in 
floor care. The Hoover Company, North Canton, Ohio. 


*Annual Independent Brand Preference Surveys prove it. 


HOOVER. & 


FINE APPLIANCES. ... around the house, around the world. 
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© INFRA RAY COOKING 
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SLICING JUICY STEAK broiled for only five minutes in the “Infra Ray” top 
half of this Modern Maid double oven is Bert A. Nagy, sales manager. In line 
for a bite: Mr. and Mrs. A. C. Thomas, Northeastern Supply, Caribou, Me. 
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See For Yourself What They’re 


Though there’s nothing new about 
cooking, cooling or clothes-drying 
with gas, there were plenty of new 
products put to these “old” uses on 
display at the American Gas Assn. 
convention in Atlantic City earlier 
this month. Here are some of those 
products and their pitchmen 


Strolling up and down the aisles of AGA’s 
“Festival of Flame” exhibit, where these 
shots were taken, you could easily forget 
there was any fuel but gas. Gas lights 
gave off their soft glow. Torches flickered. 
Blue flame cardboard cutouts loomed up 
everywhere you looked. And from every 
booth there echoed the gas party line. 
One sour note in the all-gas theme: 
Closed-circuit television sets powered by 
electricity. 








NORGE GAS BOX drew plenty of attention 
Above, left, P. R. Kennedy, regional utility man- 
ger, and Howard Scaman, sales promotion man- 
iger, point out deluxe features of $499 refrigerator 


GAS DISPOSERS from six manufacturers were 
shown at this one booth. Above, left, James E. 
Baker extols the odorless virtues of his Locke unit 
to Robert Smith of Joseph Goder Incinerators. 


~~, 


ns 
NO TIMER in this Robertshaw-control-equipped 
dryer, explains M. B. Gault, left, Robertshaw- 
Fulton sales manager. His intent listener: Philco’s 
Russell L. Patrick. 


CHECKING OVER WHIRLPOOL’S experimental gas refrigeration system are, 
left to right, A. D. Matarese, L. K. Ripley and J. C. Willis—all of Brockton 
Taunton Gas Co., Brockton, Mass. Whirlpool Chairman Elisha Gray is at right. 


Doing With Gas 








RHEEM WATER HEATER produces 30, 40 or 50 
gallons of bath water when a twist of the dial 
turns up the gas. Above, Rheem’s Robert Gilbert 
twists dial for Carl Schaebel, West Orange, N. J. 


CERAMIC BURNER TOP in Hardwick’s Reeves 
Brown Jr.’s hand captures interest of H. L. Dal- 
beck, center, of New England Electric System, 
G. R. Copeland, Algonquin Gas Transmission Co 
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Westinghouse: ‘Bold, Beautiful’—And Blunt 


The slogan describes the Diamond Jubilee package Westing- 
house handed dealers on its 75th anniversary in Columbus, 
Ohio—new lines plus a franchise plan that pulls no punches 


The timing, according to West- 
inghouse, is just right for a new 
deal. ‘‘We’ve done everything else,” 
says John Anderson, merchandise 
manager. “Our products, service 
setup, distribution, financing, styl- 
ing have all been completely over- 
hauled in the last four years. Now, 
we're going out in the market place 
with a fresh approach and sell our- 
selves.” 

The Westinghouse move is made 
against an industry background 
that is, in the opinions of both An- 
derson and John W. Craig, general 
manager, chaotic. Anderson says, 
“We are deeply concerned that po- 
tential appliance customers have 
spurned our industry’s products.” 
Craig’s concern is that price levels 
are far below where they were 10 
years ago, in sharp contrast to 
many other consumer goods and 
services, and yet sales are not good. 


Westinghouse’s new deal consists of 
an eight-point pledge tied to the 
franchise and implemented within 
it. Some of the points cover situa- 
tions long considered thorns in the 
dealer crown: 

e Compensation for abnormal costs 
in case of unusual product failure 
is pledged. 

@ Pricing is to be competitive and 
dealers will have price protection. 
Protection will also cover promo- 
tional allowances. 

e Market opportunity will be of- 
fered through a policy of using the 
fewest dealers needed to get a fair 
share of industry. 

e@ Such areas as pre-tested and 
dealer-judged product design; 
dealer-tested promotions; inexpen- 


ccidiuiasmanmannanaeaee 


sive display deals; adequate and 
flexible financing of both inventory 
and sales are also part of the pledge. 


It adds up to a Westinghouse at- 
tempt to implement a policy long 
held dear to the industry heart. 
Anderson says it this way: ““We are 
thoroughly sold on the concept that 
what is good for the dealer is good 
for Westinghouse.”’ Beyond the Dia- 
mond Jubilee franchise, Anderson 
points to the Westinghouse National 
Dealer Council as worthy evidence. 
Much of the counsel the dealer 
group gave Westinghouse in its 
first meeting is contained in the 
new deal. 

The Ohio company is not going 
into the new program expecting 
smooth sailing. all the way. There 
will be times and places, for ex- 
ample, that big accounts will object 
to some of the provisions of the 
franchise, it is believed. Concerning 
this, Anderson flatly stated, “If we 
have to relinquish some accounts 
in order to do business the way we 
want to do business, why we’ll just 
have to turn them loose.” 

Westinghouse management rec- 
ognizes that the program will stand 
or fall on how it is managed. They 
feel it is a fair and equitable deal 
to which no real businessman can 
object. Market opportunity means, 
for example, that as long as indus- 
try take in a market is respectable, 
Westinghouse won’t be looking for 
any more dealers. The company in- 
tends to reach a written agreement 
with every franchised dealer on 
just what a “fair share”’ is. 


New merchandise shared the spot- 
light with the new franchise policy 











ROOM AIR CONDITIONER MANAGER J. P. Moffitt is surrounded by new 
Westinghouse units. He holds 1960 blower in right hand, 1961’s in left. 


at last week’s meetings. The new 
products included 10 refrigerators, 
five upright freezers, 12 electric 
ranges, two washer-dryer combos, 
three dehumidifiers and a basic line 
of 12 room air conditioners. 
Highlight of the latter line is a 
fully automatic unit which adjusts 
its operation to meet sudden or 
gradual changes in temperature. 
“Suppose a room is cooled down to 
a comfortable level for two people 
with the fan operating on normal 
speed,” said J. P. Moffitt, manager 
of room. air conditioners. “If four 
or five others come into the room 
the control takes over and adjusts 
the fan’s operations to higher speed 
to compensate for the added heat.” 
The two new combinations carry 
the “cleaner clothes or your money 


back” offer which was announced 
earlier this year for other Westing- 
house laundry equipment. 

Westinghouse’s freezer line will 
not be completed until early 1961 
when production will begin on five 
chest types. Distributors at last 
week’s meeting saw five uprights, 
including a_ self-defrosting one 
which operates at the flick of a 
switch. 

Half of the 10-model refrigerator 
line features “Frost Free” and a 
sixth will be a flash defrost unit. 

Automatic no-overflow control 
and increased : capacity highlight 
the 1961 dehumidifier line and the 
electric range line stresses cooking 
and cleaning convenience. 

For details of all new products, 
see New Products section soon. 








Westinghouse Adding 7 Models 
To Its 1961 Television Lineup 


Starting with a splash in Colum- 
bus, Ohio, last week, Westinghouse 
Electric Corporation’s television and 
radio division began a series of dis- 
tributor meetings to introduce sup- 
plements into the 1961 line. 

By the time the series of 14 two- 
day meetings in 13 cities are over 
in November, Westinghouse will 
have covered the U.S., ranging from 
Seattle (Oct. 24-25) and San Fran- 
cisco (Oct. 27-28) to New York 


(Oct. 27-28) and Atlantic City (Oct. 


31-Nov. 1). 


Other dates and cities: Los Angeles 
(Oct. 31-Nov. 1); Atlanta (Nov. 
3-4); Denver (Nov. 3-4}; Miami 
(Nov. 6-7); Dallas (Nov. 6-7); Des 
Moines (Nov. 9-10) and Charlotte 
(Nov. 10-11). 

Distributors and about 4,000 deal- 
ers who will attend these sessions 
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WESTINGHOUSE CURIO CHEST, with provincial styling and a 19-inch Trend- 
setter portable, is a new addition to the company’s 1961 television line. 


will get a look at four new Curio 
Chest models, a new 19-inch port- 
able and 23-inch upright console 
and a 23-inch lowboy. 

The Curio Chests will be equipped 
with television sets from the 19- 
inch Trendsetter series with a choice 
of manual (P3400 series) or remote 
tuning (P3450 series). And the 
chests, which are designed with an 
open back to facilitate ventilation 
for the sets, come in four styles: 
contemporary, traditional, Early 
American and provincial. 

The new 19-inch portable (P3160- 
61) comes in two textured metal 
finishes—charcoal and autumn 
bronze. The 23-inch upright console 
(K3810-11) also comes in the two 
finishes—walnut and mahogany 
grain on hardboard. The 23-inch 
lowboy (K3850-1-2) is available in 
three finishes. 
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The question is when? One Japanese concern told EM Week that 
it will introduce can openers to the American market soon and 
American makers are wondering if consumers will find the ““Made 
in Japan” tag on the can openers in their Christmas stockings 


“T’ve heard that the Japanese will 
be in the electric can opener busi- 
ness before Christmas,” worried R. 
F. Goessling, Swing-A-Way Manu- 
facturing Co. sales manager. 

“They’ve already contacted us 
about making parts and shipping 
them—assembled or unassembled— 
for sale in this country. Their prices 
are fantastic. They’ve already 
copied our $1.98 mechanical opener 
and it’s being sold here for 89¢,” 
concluded Goessling. 


“I’ve heard it too,” said J. J. Wier- 
zenski, sales manager at the Dazey 
Corp., ‘but nothing definite. But I 
can tell you this: There were a lot 
of Japanese at our booth at the 
Hardware Show. They asked a lot 
of questions and examined the ma- 
chines pretty closely.” 

Other electric can opener makers, 
including G-E, Sunbeam, Cory, 
BVI, Iona and Supreme, said that’ 


they had heard nothing definite but 
they are not discounting the possi- 
bility of a Japanese invasion. 


And it’s a good thing they’re not 
because one Japanese firm told EM 
Week that it’s no rumor. 


“We have definite plans to sell elec- 
tric can openers in the United 
States,’ said A. Horie, a represent- 
ative of Mitsubshi International 
Corp. “I can’t tell you exactly when 
we will begin,” he said, ‘“‘but it will 
be soon.” 

Horie would make no comment on 
Mitsubshi’s exact plans but it’s like- 
ly that any can openers the com- 
pany sells here will bear a strong 
resemblance to the American ma- 
chines that it has ‘been buying and 
taking back to Japan for study.” 


Fuji Denki Co. Sales Manager Saul 
Levinson told EM Week, “We have 
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Japanese Set To Invade Electric Can Openers 


no interest in electric can openers 
at present. If can openers do come 
in from Japan, they’ll almost cer- 
tainly be low end and the initial 
shipments will be small.” 


Except for a few, American manu- 
facturers don’t seem too worried at 
the prospect of additional competi- 
tion from Japan. 


“Before they could effectively com- 
pete in the U. S. market, the Japa- 
nese would have several real ob- 
stacles to overcome,” said George 
R. Bell president of BVI. “They’d 
have to get U.L. approval, for one 
thing, because it’s not easy to sell 
electrics without it. And, I think 
they’ll find electric can openers a 
little harder to copy than some 
other things. The Japanese are 
learning fast but they’re still not 
very good at anything that involves 
electro-mechanical assembly as the 
electric can opener does. And final- 
ly, since can openers require serv- 
ice, the Japanese would have to tie 
up with some service outfit before 
they could become a real factor,” 
he concluded. 


Still another barrier that the Japa- 
nese would have to hurdle, accord- 
ing to American manufacturers, is 
the gift value of the electric can 
opener. Last year, 75% of the can 
openers sold were sold as gifts. 
Most makers feel that the ‘Made in 
Japan” tag would erase the pres- 
tige image associated with gifts. But 
not all of them agree. 


“Price is the thing,” said J. P. Dor- 
nich, sales manager at the Iona 
Manufacturing Co. “If the price is 
right, the American consumer will 
buy anything regardless of its brand 
or point of origin.” 


“Even if they do come in at a price, 
we’ve got some tricks up our sleeves 
that would enable us to compete,” 
asserted BVI’s Bell. “Any manu- 
facturer can cut the price without 
changing the guts of the can opener. 
By concentrating on wall-type units 
that would eliminate the cost of legs 
and by cutting the opener’s ability 
to open a variety of different size 
cans, we could market a machine 
that would compete favorably with 
any imported from Japan.” 





Can Opener Sales Soar But Prices Fall 


As more and more manufac- 
turers jump into what has 
been called “the hottest gift 
market in American history” 


Growth has been phenomenal. In 
1958, 300,000 electric can openers 
were sold. The following year, sales 
jumped to 805,000 units and some 
manufacturers estimate 4 million 
units this year. More conservative 
forecasters think that 1.6 million is 
a better figure. 


But, regardless of unit sales, prices 
continue to fall. The air has slowly 
been leaking from the electric can 
opener price football since 1959 
when the average list price fell to 
$24 from $26.49. And the predic- 
tions are that they’ll drop much 
lower during this year’s Christmas 
buying. 


Supermarket and drug chains are 
going after electric can openers in 


a big’ way. Walgreen’s is reported 
to have acquired a line that will go 
for “under $9.’ Supermarkets will 
sell the promotional hand-type 
openers in the $8 to $10 range. 


And the trend continues. At the 
July Housewares Show in Atlantic 
City (EM Week, July 18), it was 
reported that openers sold direct to 
the dealer for $10.97 plus a $1 ad 
allowance being sold at retail for 
$9.95. R. F. Goessling, Swing-A- 
Way Manufacturing Co. sales man- 
ager, claims that he “refuses to pay 
for any co-op advertising that pro- 
motes our $24.95 (high-end) opener 
for less than $19.88.’ Goessling’s 
comment is typical in the electric 
can opener industry. 


Manufacturers claim that their sug- 
gested retail prices are at “about 
the same levels as last year except 
for low-end models which have 
been reduced by about $1.” One 
manufacturer will market a $9.98 


promotional model. But list prices 
tell only half the story. 


Here is what the going can opener 
prices looked like in three key met- 
ropolitan markets last week: 


In Washington, D. C., Slattery’s ad- 
vertised that the $19.95 BVI was 
selling for $11.94, the $29.95 West- 
inghouse for $13.43, the $24.95 G-E 
for $15.84, the $23.95 Sunbeam for 
$16.14, the $24.95 Rival for $14.89 
and the $25.95 Sunbeam for $16.14. 


In New York at Davega, the $27.95 
Universal was selling for $16.88, 
the $24.95 Sunbeam for $20.88 and 
the $24.95 G-E for $19.88. 

Master’s in New York was sell- 
ing the $24.95 Hamilton Beach for 
$17.89, the $24.95 G-E for $16.86, 
the $29.95 Westinghouse for $16.89, 
the $24.95 BVI for $14.86, the $27.95 
Universal for $16.86, the $24.95 
Sunbeam for $17.76 and the $24.95 
Swing-A-Way for $15.89. 


In the Boston market, Lechmere 
Sales was selling the $24.95 BVI 
for $16.88, the $19.95 BVI for 
$12.88, the $26.95 G-E for $19.88, 
the $29.95 Westinghouse for $16.88 
and the $27.95 Dazey for $16.88. 


But even with the footballed prices, 
no one in the industry seems too 
unhappy. “We’ll get our share of 
the market at our prices,” is the 
battle cry as manufacturers get 
ready for the Christmas rush. 


The feeling is that in spite of the 
number of manufacturers in the in- 
dustry—around 30 at last count— 
there’s still a long way to go before 
the sales curve begins any leveling. 


Last year and in 1958, dealers re- 
ported shortages of can openers in 
the weeks immediately before 
Christmas. But this year, manufac- 
turers claim that the pipelines are 
full and there shouldn’t be any sup- 
ply problem. 


As things look now, electric can 
openers will definitely be the “‘it 
item’’ this Christmas. 





New Member In Yuba Power Family 


Mighty Moe—the new addition 
introduced to the in- 
dustry at the Hardware Show 


in New York 


—Was 


The Mighty Moe, an all-purpose 
electric garden and household tool, 
is now being manufactured by Yuba 
Power Products, Inc., of Cincinnati, 
Ohio. The firm acquired the Mighty 
Moe from the Moe Hoe Corp., for- 
merly of Portland, Ore. 


“A real household slave,” is what 
J. A. Hallett, vice president of Yuba, 
calls the new tool. “It will cultivate 
the garden, trim and edge the lawn, 
flower beds and sidewalks and then 
go indoors to scrub and polish the 
floors.” 

Basically, the tool consists of a 
power head and handle and four 
quick-change attachments The 


head is powered by a 4%2-hp motor 
and will list at $29.95, the rotary 
tiller attachment lists at $19.95, 
sidewalk edger at $9.95, trimmer 
edger at $11.95 and the twin-brush 
floor polisher scrubber at $19.95. 
Suggested retail price for the entire 
package is $79.95. 


“The suburbanite and city dweller 
who likes gardening but doesn’t 
have a need for ‘farm size’ equip- 
ment will be especially interested 
in Mighty Moe,” said Hallett. He 
said that the tool is available at 
hardware dealers, garden supply 
centers and department stores. 


AS A POLISHER, Yuba’s Mighty Moe 
performs only one of the four garden 
and household tasks that it’s capable 
of doing. It will also cultivate the 
garden and trim and edge lawns, 
flower beds and sidewalks. 





Shetland Enters 
ry\N7 ee 
rV Advertising. 

Shetland Home Care Institute, 
Salem, Mass., has entered the tele- 
vision ad field. 

Until Dec. 3, Shetland will spon- 
sor spot TV commercials in 21 mar- 
ket areas. The minute-long ads will 
feature the company’s rug cleaning 
floor polishers and its new floor 
washing vacuum cleaner. 

According to A. S. Bross, Shet- 
land’s vice president of marketing, 
the TV promotion is designed to 
make consumers aware that Shet- 
land concentrates its efforts on 
making appliances for floor and rug 
care and to stimulate consumer 
buying of Shetland products. Im- 
petus from the commercials, ac- 
cording to Bross, will also help the 
retailer by increasing store traffic, 
minimizing selling time and speed- 
ing turnover. 
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HA-91 ... self-setting washer 
_with 11 push-button cycles. 


HA-90 ... 2 speeds, 3 cycles — 
with automatic bleach dispenser. 


HA-70 ... 2 speeds, 2 cycles 
with Magic-Mix Dispenser Filter. 


HA-42 ... 2 speeds, 2 cycles 
with big capacity at low cost. 


| Magic-Mix Dispenser Filter 
HA-16 ... 2 speeds, 2 cycles : : . f 
vill iccek tthed aucn filters out lint...blends in detergent! 


Another selling plus! As wash and rinse waters are constantly 
pumped through this exclusive Magic-Mix* Dispenser Filter, hun- 
dreds of Nylon “‘fingers’’ capture and hold objectionable lint and 
fuzz. Built into the rim, it does not interfere with loading and un- 
~ a2 loading and it works on full and partial loads. It also dispenses soap 
and detergent from the filter well, thus avoiding detergent and soap 
burn or deposits in clothing creases. 
This is another in the strong array of RCA WHIRLPOOL exclusive 
features that give you more to sell! ae 


HA-06 ... 2 cycles, 3-temp washer 
only 24 inches wide. 


From top to bottom... stronger than ever 
to give you a powerful STEP-UP STORY! 


Ask your distributor about 


b ) 
* 
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the expense-free vacation ity roducts of WHIRLPOOL CORPORATIO 
for RCA WHIRLPOOL dealers setae 
and their salesmen. eoraigy 


thorized by trademark owner Radio Corporation of 


Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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YOUR personal BUSINESS 


If you live in an apartment, chances are you're not carrying enough 
insurance. Most a apartment dweilers don't bother with coverage against 
such things as fire, theft and negligence lawsuits. They figure the 
building owner has to take care of such things. But he doesn't. 





As a tenant, you're responsible for the fate of your possessions and 
the safety of visitors to your apartment. The building owner may be li- 
able if a visitor is hurt in a public hallway because of his—the own- 
er's—negligence. But otherwise, responsibility rests with you, the 
tenant. 











You may be surprised to find that there are insurance policies de- 
signed especially for apartment dwellers. Check with your own agent 
to find out the details. But generally, the policies will insure you 
against the following: 





e Losses by theft and vandalism. 





e Lawsuits and medical payments in case of accidents to visitors. Some 
policies will protect you against lawsuits resulting fromthe activi- 
ties of your children and pets—off the premises as well as on. 





Of course, the cost of insurance packages for apartment dwellers will 
vary from policy to policy. But, as a general example, here's the kind 
of coverage $140 can get you for three years: $5,000 in fire insur- 
ance, $10,000 in liability insurance plus related coverage, and 
$1,500 in theft insurance. This package example represents about a 
20% saving on the cost of buying the three types of coverage separ- 
ately. 
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“They 
lemand for it 


Does a seller have to pay excise taxes on credit sales that turn out to 
be uncollectible? It depends, says the Internal Revenue Service, on 
whether a manufacturer sells the goods on open account or on a monthly 
installment basis. 











General rule: The manufacturer is liable for excise taxes at the time 
a sale takes place—whether it's for cash or credit. 





But there's an exception for sales made on a monthly installment 
basis. If those credit sales turn sour, the manufacturer is entitled 
to a refund on any advance taxes paid on them. On the other hand, if an 
open account credit sale proves uncollectible, the manufacturer gets 


no refund. 











Here and there. . . Annual game hunting short course at North Caro- 
lina State College, Raleigh, is set for Oct. 30-Nov. 4. Purpose: To 
teach novice and experienced hunters to handle guns safely and get 
maximum results. Program costs $175, including room, board, guides, 
dogs and hunts. 





‘hat do you do with unordered merchandise that arrives in the mail? 
Pay for it or go to the bother of sending it back? The company that sent 
the stuff is banking on you to do one or the other. But the law says dif- 
ferent. 





The courts say you don't have to do anything at all with unordered 
merchandise. Just don' * use it. And be ready to g: give ve it up if the send- 
ing company calls for it within a “reasonable” time. Chances are the 
company will dun you for it, but will never show to collect in person. 








Stick to your guns through the sea of nasty letters—if you've got the 
Stamina. The law is on your side. 











tell us there was a 
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BROCKWELL says 


Warning: Don't 
Try To Repair 
Every Brand 
On The Market 


As a sales-inducing tool a dealer’s service 
department is more likely to produce maximum 
results if it is noted for superior workmanship. 
One way to achieve and hold that kind of 
reputation is to limit the service department’s 
scope of operations to the brands of appliances 
one is authorized to service. 

Some divergence from this policy can be 
tolerated, of course. Certain appliance firms do 
market products under several labels and some 
of the repair parts for these similar appliances 
are interchangeable. 


Some shops, however, treat this matter of scope 
somewhat haphazardly. If the serviceman is 
rushed, the management may instruct the clerks 
to decline the “not-our-brand” and/or “pur- 
chased-elsewhere” repair business; if the serv- 
ice department is in a temporary slump, the 
clerks may be told to accept almost any repair 
call that comes in. That kind of variety con- 
tributes no spice to the life of a serviceman. 


When a serviceman is called upon professionally 
to repair an appliance with which he is not 
familiar he feels he must try to conceal his 
ignorance of the product in order to preserve 
customer confidence. Yet, he knows he is likely 
to fumble as he undertakes the diagnosis and/or 
be slowed by uncertainty with the repairing, 
either of which is hard to conceal. Ironically, 
customers seem especially eager to watch every 
step of the job when the serviceman is feeling 
his way. And though he makes liberal adjust- 
ments in his charges to offset false starts, 
there’s always a chance that the customer will 
regard him as a hatchet-and-saw mechanic. 
Indiscriminate diversification in repairing ap- 
pliances is a risky business, especially for deal- 
ers. It smells too much of the fly-by-night fixer. 


If you feel your service department policy with 
respect to scope needs to be revised, tightened, 
or more clearly defined for your employees who 
receive and assign service orders, you may find 
the following suggestions helpful. 

Even if you regard your service department 
as too small to need written rules, it is a good 
idea to put at least its scope of operations in 
writing. An up-to-date referral list to go along 
with the scope sheet is equally useful. 

The scope sheet consists of a series of sub- 
headings that name the various major appli- 
ances (and certain groups of the others) under 
each of which you list the brand names your 
service department is qualified to handle. Al- 
though one subheading would suffice for small 
appliances and perhaps one for brown goods, 
it is better to give most of the major appliances 
a separate subheading, at least until you have 
worked up a rough copy. You may then find 
that some regrouping would be advisable. 

The referral list contains the same subhead- 
ings as the scope sheet but carries the brand 
names of the appliances popular in your area 
which your serviceman is not qualified to re- 
pair. Beside these brand names you list the firm 
names and telephone numbers where authorized 
service for those appliances can be obtained. 

If you have your serviceman develop the 
preliminary pencil copies for these aids, be 
sure to check them yourself before you have 
them typewritten. And have enough copies 
made to spot around the store and office wher- 
ever service calls are received. 


ABOUT THE AUTHOR—P. T. Brockwell’s name 
is a familiar one to the readers of EM Week. 
His articles on effective service management 
have earned him a wide following among ap- 
pliance dealers and his two series of articles on 
repairing both major and small appliances have 
been reprinted by the McGraw-Hill Book Co. 
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Crusading APA Looks Past California’s Borders 


This organization, meeting this week, fights “captive” service, 
seeks state licensing of “appliance professionals.” It’s looking 
at the possibility of expanding nationally 


At the rate the Appliance Pro- 
fession Assn. is expanding, it may 
be knocking on any door marked 
“appliance-TV service” in the na- 
tion soon. 

But, nationwide expansion of this 
Los Angeles-based organization will 
not be the only subject on Thurs- 
day when nearly 500 of its 700 
members meet at Disneyland Hotel 
for the third annual convention. 

Flushed with the visions of pos- 
sible victory for their long-sought 
licensing bill after the warm recep- 
tion it received on Oct. 7 from a 
state committee, the APA’ers will 
have plenty of back-slapping to do. 
But, that will be a little unexpected 
icing on a long planned cake. 


This group, which calls its members 
“appliance professionals” or ‘‘appli- 
ancers,” is not planning a service- 
man’s version of a luncheon club 
meeting this week. Between 1,500 
and 2,000 people are expected to 
pack the hotels and nearby motels 
for the APA convention—possibly 
the biggest service meeting the in- 
dustry ever has held. 


Added status for the association’s 
meeting is provided by the success 
in planning a second annual service 
products exhibit to be held adjacent 
to the convention rooms. Aiming at 
filling 27 booths, the APA at press 
time had overflowed the exhibit 
area into the lobby with 36 reser- 
vations. Included will be displays 
by Hamilton, Maytag, Motorola, 
Philco and Robertshaw. Other man- 
ufacturers and _ distributors. will 
show parts, tools, trucks, and other 
equipment. 


Crusading will continue when the 
convention is a memory, for the 
APA has built itself in the face of 
apathy and occasionally quite for- 
midable opposition. The whole story 
of this group, which in its early 
days was looked upon patronizingly 
as “sincere, dedicated crackpots,” 
has never had national attention. 
Yet it has now reached such stature 
in its own area that its managing 
director, Gerson Ribnick, recently 
told a newspaper that APA plans to 
expand nationally. 

In an EM Week interview Rib- 
nick commented on APA’s doubling 
of membership in 1959 and contin- 
ued increase, but showed figures 
that the statewide potential is 6,000 
service dealers, nearly 30,000 serv- 
icemen. Shortly before, the associ- 
ation publicized the latest govern- 
ment figures showing the appliance 
service industry as having 51,269 
firms with 94,354 employees. And 
if that doesn’t give an idea of APA’s 
ambitions, note the headline over a 


story in the “Appliancer News” 
about service problems aired at a 
Quebec industry meeting: “Does 


Canada Need APA?” 


What’s behind the APA? What do 
the present 700 members—60% 
servicing dealers, 40% service-only 
shops—want and what are they do- 
ing about it? Here’s a rundown: 

e Licensing by the state of all in- 
dividuals who set up and service 
refrigerators, freezers, laundry 
equipment, disposers, dishwashers, 


TV and radio has been sought by 


APA since its inception. Thwarted 
at every turn by the plumbing con- 
tractors, the APA’ers finally stopped 
seeking a revision of the existing 
licensing law and introduced a bill 
jointly with auto repair shops to 
set up a state board to license and 
set educational requirements for 
those in the business of servicing 
such equipment. APA officers at- 
tending the October committee 
hearing expect the amendment to go 
before the California Assembly in 
1961. 


@ Obviously, captive service is a 
target of this association of inde- 
pendent servicing dealers and serv- 
ice shops. A continuing campaign, 
it reaches such heights as this state- 
ment: “APA Blasts Captive Serv- 
ice!”’ with a declaration of “. . . war 
on that proven direct competitor of 
the independent serviceman, ‘cap- 
tive service.’” With the statement, 
APA announced that it was making 
“plans to recover $5,000,000 yearly 
in appliance sales and service for 
independent companies.” It would 
do this, APA stated, through legal 
channels, specifically by appeal to 
the state’s attorney general under 
provisions of the California Anti- 


e@ Telephone Yellow Page listing 
regulations have been a target since 
APA’s diaper days. The association 
has fought the “Appliances, House- 
hold—See Specific Kinds” heading 
that requires a dealer to take list- 
ings under eight headings instead of 
APA’s suggested “Household Appli- 
ances, Major” with sub-headings for 
each category. 

e A more recent beef has been to 
get the telephone companies. to 
police the advertising by “unethical 
and unreliable service companies.” 
In one blast, the association 
claimed: “Yellow Pages Aid Fraud! 
APA claims phone companies vio- 
late public trust by refusing to 


Monopoly Act. screen unethical service companies.” 








NUMBER AG IN A SERIES 
OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 


WORLD'S 

FIRST 

FREEZER 
with ICE-MASTER 
yy: BD. 
GIBSON’S 
GOT IT! 














DISCOVER 


Absolutely exclusive ! With plenty of profit- 








pampering closing power! Gibson puts 
automatic ice cube making-and-storing 
where it belongs—in a big capacity up- 
right freezer. A single ice cube or dozens at 
a time, they’re automatically ready in the 
Gibson Ice-Master upright freezer! 


Here you can see one more reason why 

5,000 Gibson Dealers placed all-time-high 

orders at the huge Gibson Convention in 

Hawaii! Gibson has the products, Gibson 
has the exclusives, which put profit back 
in appliance retailing today! 


| GIBSON OPEN HOUSE 


See the new Gibson Ice-Master upright, 
and other right-for-the-market Gibson 
products, at your Gibson Distributor’s 
Open House. Don’t miss it—it’s the best 
news in the appliance business today! 


Liason 


Gibson Retrigerator Division of HUPP Corporation, Greenville, Michigan 


PANAMA 
WITH GIBSON! 


‘get going...get 
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3 NEW AM-FM 


AND FM RADIOS 
WITH FLAIRLINE 
STYLING! 


Not only does RCA Victor 
bring your customers the 
widest choice of AM-FM and 
FM radios . . . RCA Victor 
brings them Flairline 
styling, too. These are the 
best performing radios in 
their class—with every 
desirable feature, including 
AFC, that customers look 
for—and pay for! 








iWlustrated: The Galahad (Model 
1XF3) with Automatic Frequency 
Control that locks FM stations in tune 
for drift-free reception . . . with 
exclusive “Filteramic’? Antenna that 
makes AM reception almost as 
static-free as FM! 














Tmk(s) (R) 










OCTOBER 24, 1960 











| NEW CLOCK AND 
| TABLE RADIOS 
WITH FLAIRLINE 
STYLING... 
almost 4° thin! 


RCA Victor brings you the 
most sellable new radios 
you’ve ever seen—Filairline 
radios so thin they fit where 
other radios won’t . . . so 
beautiful they sell where other 
radios don’t. And RCA Victor 
offers your customers the 
widest choice of features, 
















models and color combinations 
and solid colors. Here are 
the most beautiful radios 
you’ve ever seen . . . the most 
sellable radios you’ ve ever sold! 


WMustrated: The Charmfiair table 
radio (Model 1X4) with exclusive 
“Filteramic’’ Antenna that screens 
out man-made static. In White and 
three two-tone Color Combinations. 

















£ MOST 
BEAUIi 


PORTABLES! 


Nobody but RCA Victor 
makes so many transistor 
portable models—and makes 
them look so smart and sound 
so great. The Globe Trotter 
shown here, for example, is 



































the finest transistor 

portable of its size anywhere. 
And the handsomest, too! 
Other RCA Victor portable 
transistors offer your 
customers an eye-filling 
choice of models, and colors 
—irresistible in design, 
incomparable in sound and 
priced right! 














illustrated: The Globe Trotter (Model 
1T5) is the most powerful—and the 
most beautiful—of all RCA Victor 
portables. Large 4” x 6” speaker . . . 
exclusive “‘High-T” Circuit . . . 
richly gleaming satin aluminum trim 
with Charcoal or Aqua. 








The Most Trusted Name in Radio 


RADIO CORPORATION OF AMERICA 


FROM RCAVICTOR 


MAGNIFICENT NEW CABINETS! 
TOTAL-SOUND STEREO... 


These great new stereo systems add new depth, new dimension, new 


TMK(S)@ 
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MERCHANDISING WEEK 


OTAL-SOUND STEREO CONSOLES 


Best-seller at a new low price—only $179.95!" 


The Mark 27 Model VC 27 Series 

@ 20-watt dual Total-Sound Stereo amplifier 

@ Automatic 4-speed record changer 

@ Ceramic pickup with diamond and synthetic 
sapphire styli 
Jacks for optional Total-Sound Stereo speaker 
systems 
Available in Autumn Mahogany, Toast Oak 
and Natural Walnut graining. Chipcore Cabinet 


The Mark 18 VC 18 Series 

@ 36 watts (16 watts bass, mid-range-treble total, 
in accordance with E.I.A. rating standard.) 
Automatic 4-speed record changer 
New Push-Action Stereo pickup with diamond 
and synthetic sapphire styli 
Provision for adding optional Reverb; also 
optional built-in Reverb 
Built-In Stereo AM-FM tuner optional 
Plug-in jacks for tape, AM-FM tuner and 
optional Total-Sound speaker units 
Available in Danish, Contemporary, Modern 
and Early American styling 


Victrola®— RCA Trademark for Record Players 


The Mark 24 Modei VC 243 

@ 36 watts (16 watts bass, mid-range-treble total, 
in accordance with E.I.A. rating standard.) 

@ Automatic 4-speed record changer 

@ New Push-Action ceramic pickup with diamond 
and synthetic sapphire styli 

@ Provision for adding optional Reverb; also 
optional built-in Reverb 
Built-In Stereo AM-FM tuner optional 
Plug-in jacks for tape, AM-FM tuner and 
optional Total-Sound Stereo speaker units 
Genuine Mahogany Veneers and selected 
Hardwoods 





The Mark 8 Model VCR 8 Series 

@ 87-watt Total-Sound Stereo triple amplifier 

@ Removable swing-out speaker systems 

@ Automatic 4-speed record changer 

@ New Push-Action Stereo pickup with diamond 
and synthetic sapphire styli 
Optional Built-In Reverb 
Stereo AM-FM tuner with AFC to prevent 
station drift 
Plug-in jack for tape recorder 
Available in Danish styling, genuine Walnut 
Veneers or Ebony Finished Veneers and Solids 


The Mark 24 Model VC 245 


36 watts (16 watts bass, mid-range-treble total, 
in accordance with E.1.A. rating standards.) 
Automatic 4-speed record changer 

New Push-Action ceramic pickup with diamond 
and synthetic sapphire styli 

Provision for adding optional Reverb; also 
optional built-in Reverb 

Built-In Stereo AM-FM tuner optional 

Plug-in jacks for tape, AM-FM tuner and 
optional Total-Sound Stereo speaker units 
Early American styling, Nutmeg Maple- 
Finished Genuine Birch Veneers and selected 
Hardwoods. Also available in Danish styling 





The Mark 4 Model VCR 4 Series 


87-watt Total-Sound Stereo triple amplifier 
Removable swing-out speaker systems 
Automatic 4-speed record changer 

New Push-Action Stereo pickup with diamond 
and synthetic sapphire styli 

Provision for optional Reverb 

Stereo AM-FM tuners with AFC to prevent 
station drift 

Plug-in jack for tape recorder 

Available in Provincial styling, genuine light or 
Dark Cherry Veneers and Solids 


These new engineering advances make RCA Victor Total-Sound Stereo the easiest hom 








oil 

















New RCA Reverberation Sound 
System. Enhances the excitement 
of Total-Sound Stereo by bringing 
concert-hall acoustics into your 
own living room. 


New High Power triple ampli- 
fiers: One each for the high, 
middle and low frequency ranges 
provide maximum power, un- 
surpassed performance. 


Exclusive ‘‘Golden Throat”’ Tone. 
Five speakers, up to 15” in diameter, 
for all frequency ranges in a single- 
cabinet console. Addition of optional 
“Total-Sound” speaker units gives 
you 9 speakers in all 


New versatility with speaker 
units. You can easily equip your 
RCA stereo console with extra 
speaker units for the finest stereo 
performance everywhere in the 
room. 
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MAGNIFICENT NEW SOUND! 
PRICED TO SELL FROM *99* 


magic to music! New values in stereo quality! New volume for you! 


TOTAL-SOUND TOTAL-SOUND 
STEREO CONSOLETTE | | STEREO PORTABLES 


oi 
Best-seller at a new low price—only $99.95! 
The Mark 32 Model VL 32 


@ 4-speed automatic record 
changer with diamond micro- 
groove stylus 
3-speaker panoramic sound 
system 
Convenient plug-in jacks for 
matching twin speakers. 
(Speakers optional at slight 
extra cost.) 
rraditional-styled in Blond 
Oak, Mahogany, Cherry or 
Walnut finishes. 


The Mark 34 VP 34 
@ Most powerful RCA Victor portable phono- 
graph ever designed—with big console power 





@ 4-Speed record player for both stereo and con- 


ventional records. 
@ Swing-out speakers, with separate volume 
controls. 


@ In Gray/Tan; Green/Gray 


FOR THE ULTIMATE IN TOTAL-SOUND STEREO. 


SS-2A. One 5” x 7” for mid-range, and 
one 314” for high-range frequencies, with 
filter network, to plug into jacks in back of 
console. Enclosed in selected hardwood with 
Mahogany, Oak, or Walnut graining, with 
cloth grille. 


SS-4. One 5” x 7” for mid-range and one 
3%” for high-range frequencies, to plug 
into jacks in back of console. Enclosed in 
selected hardwood with Mahogany, Oak, 
Cherry or Maple graining, with expanded 
metal grille. 


Best-seller at a new low price—only $99.95!" 


SS-5. One 5” x 7” for mid-range and onc 
34" for high-range frequencies, to plug into The Mark 38 VP 38 
jacks in back of console. Scientifically pre- E 

angled, no repositioning required. Enclosed 
in Mahogany, Oak, Danish Walnut, Natural . Pie ; ‘ 
Walnut, Light Cherry, Dark Cherry, or @ Plays all records with excellent sound reproduc- 
Nutmeg Maple-finished birch, with cloth tis wees - wide frequen 7 

grille on front and sides. © In Charcoal/White 


@ 4-speed, stereo “Victrola” with “swing out” 
removable speakers. 





* Nationally advertised list prices shown, 
optional with dealer. Slightly higher, 
West, South. Prices, specifications subject to change 


ntertainment instrument to sell! 





The Most Trusted Name in Sound 


RADIO CORPORATION OF AMERICA 











New AM/FM tuner. Features AFC Exclusive ‘‘Filteramic’’ AM 
(Automatic Frequency Control) to antenna. Blocks man-made 
prevent station drift. Once tuned static. Gives you AM reception 
in, it stays tuned in. Optional with closest to FM! 

most models 
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Bill Mazeroski’s home-run wasn’t the only big noise in Pitts- 
burgh—television had it made, too. But in urbane New York, 
the effect of the World’s Series on sales wasn’t pronounced 


It may have been Manager Dan 
Murtaugh’s fabulous Pirates. Or it 
may have been the normal seasonal 
upsurge. But World Series time 
brought big increases in television 
sales in the Steel City. 


Pittsburgh Products Co., RCA dis- 
tributor in the area, noticed an in- 
crease in sales right up to the open- 
ing games. “We’re doing November 
business in October,’ a spokesman 
said. Color has been selling well in 
Pittsburgh all year, and RCA color 


displays set up all over the city 
during the series pushed sales even 
higher. 

H. S. Waldron at Westinghouse 
Appliance Sales attributed some of 
the rise to heavy advertising for the 
series. And at Hamburg Bros., C. 
Hamburg reported that “sales are 
definitely up from last year, but 
how much is the cause of the series 
and how much is normal increase, 
we can’t tell.’”’ Rentals, a good indi- 
cation of baseball interest, were 
much heavier than last year. 
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Bucs’ Boosters Buck Up Television 


The New York picture was quite 
different. TV sales had been taking 
a seventh inning stretch all season. 
Series week sales inched up, but 
most dealers and_ distributors 
thought it was just a seasonal up- 
swing, not interest in the series. 

At Washington Square TV and 
Radio, a spokesman said that if 
people were thinking of a TV for 
Christmas, the series might have 
prompted them to buy. “But if we 
get ’em now, we’ll lose them in No- 
vember and December.” Rentals 
were only slightly increased over 
last year. Mercury TV Corp. felt 
that portables were so cheap that 
many viewers were buying instead 
of renting. 











Customer incentives bring them in to see 


THE HAMILTON DIFFERENCE 
---and they buy! 


It’s Hamilton’s dealer philosophy that you’re entitled to all the cus- 


tomers we can help you get. That’s why Hamilton supplies continuing 


promotions . 


prospects to witness a Hamilton Dryer Demonstration. 


This month, Hamilton is inviting new customers to your store with 
the offer of a luxurious Linen Calendar Towel 
19¢. Get the full impact of this, the newest event on Hamilton’s money- 
making promotion calendar. 


profits on the 1961 Hamiltons. 


Easiest way to sell-out results. . 


When it comes to Electric Appliance Business 
YOU'RE A STEP AHEAD WITH HAMILTON 


a $1.00 value for only 


: more 


. .each one a field-tested, proved attraction that encourages 


This unique Linen Calendar 
Towel has double appeal. 
Promote it as “The Gift to 
Give...the Gift to Get!”’’ 
Promoted through national 
and local advertising. Call 
your Hamilton distributor 
for details. 











AUTOMATIC WASHERS « AUTOMATIC CLOTHES DRYERS « HAMILTON MANUFACTURING COMPANY TWO RIVERS, WIS. 
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Get the Cold Facts on a HOT NEW MONEY-MAKER.. 


REGINA ELECTRIKMOP 


REGISTRATION APPLIED FOR 


scrubs and Dries Floors @lnstantly-Automatically! 





@ Amazing instant wet pickup— @ Non-rust, all-aluminum operat- 
never dribbles on floor! ing unit! 


@ Exclusive built-in, all-metal : @ Handiest to use—only 9 Ibs. 
water-separating system for “poy light...easily portable... con- 


clean, efficient operation! -_—— venient swivel nozzle! 


@ Simple mechanical drain-off— 
no dirty water bag or messy 
bucket to empty! 


@ Easy to stcre—saves space— 
hangs on any hook! 





Get in on the ground floor of a great new market with Regina Electrikmop and engineering which have been traditional with all Regina products since 
... designed to give you the tremendous traffic, turnover and profits you now 1892. It is the one appliance that provides complete freedom from scrubbing 
enjoy with the sensational Electrikbroom! The Electrikmop is a product floors. Hands never touch water...knees never touch the floor! Give your 
you can depend on for perfect performance because of the superior quality profit picture a real boost with the new Regina Electrikmop! 


Pomme MAIL COUPON TODAY FOR ALL THE FACTS ON EXCITING,--------- “ 
NEW REGINA ELECTRIKMOP...PERFECT COMPANION TO ELECTRIKBROOM ! 


The Regina Corporation, 11 Regina Ave., Rahway, N. J. 












FREE WITH ELECTRIKMOP! 


Exclusive Regina Floor Cleaner Concentrate 
with molecular action! 


Please rush full information on Regina’s money-makers: 
1) Regina Electrikmop O Regina Polisher O Regina Electrikbroom 
C1) Please send name of Regina distributor in my area. 














STORE_ yee = a comnts 
e Developed especially for use with Regina Electrikmop! pS a eee BS i ee ie 
e Dissolves dirt, suspends soil for easy pickup! CITY Bawes eee: | a yy yy 
e Low-foaming...leaves no visible film! SIGNED- — — 











Leese weeecee essences esse= 
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EVERY MINUTE COUNTS with Vidmar-Mathis servicemen who are expected to produce 7% hours of “revenue” time per 8-hour day. 


‘We Can’t Afford NOT 


To Have a Service Department’ 


“But,” says Lou Mathis of Vidmar-Mathis, Pueblo, Colo., ‘“‘no dealer 
ean afford the luxury of a service department which doesn’t pay its 
own way. Ours does.” 


Making the service department pay its own 
way is the key to making money on automatic 
washers, says Mathis, whose firm last year 
sold 600 washers and 200 dryers. The goal this 
year: 700 washers. 


Largely responsible is the service department, 
currently staffed by four men, who handle an 
average of 300 service calls per month in and 
out of warranty. The majority of service calls 
have to do with automatic washers, and many 
of them come from customers who have bought 
their washers elsewhere—a thoroughly im- 
pressive tribute to the reputation which the 
service crew has built up. Moreover, the Colo- 
rado store shows the lowest incidence of war- 
ranty service calls per new automatic washer 
sold of any dealer served by its distributors. 


The four servicemen total over 40 years of 
service experience and each man has the know- 
how and capability to meet every repair situ- 
ation efficiently. Each is expected to handle 
enough calls each day to produce revenue equal 
to 74% times his hourly rate of $5. Thus, each 
man should produce $37.50 daily, warranty or 
out-of-warranty revenue, which is the figure 
Mathis has set as the norm for a steadily profit- 
ible service department, and the basis for a 

1tinuing increase in automatic washer sales. A 


EVERY DAY IS SCHOOL DAY for servicemen who have daily 


a 


chart posted on the wall of the downtown Pueblo 
store indicates the revenue produced by each 
man each day through the month, with daily 
totals, weekly totals, and the monthly total 
spurring maximum efficiency. 

“Efficiency in our service department means 
more than merely knowing what to do as auto- 
matic washers become more and more com- 
plex,” Lou Mathis said. “It means doing a sell- 
ing job as well as a service job, and making 
7% hours of the 8-hour day pay returns. If we 
hit that mark, we know that our service de- 
partment is doing the job, building a reputation, 
and maintaining the all-important angle of 
public confidence. If we have the public con- 
fidence, we will make automatic washer sales.” 


To achieve such performance Vidmar-Mathis 
sends its employees to seven or eight service 
schools per year. Time schedules are always 
carefully set up so that the men are free to 
attend every school with no drop in the pro- 
ductive service capacity of the store as a whole. 
The ability to tackle tough problems in repair 
work makes this sort of educational program 
well worth its cost, even though Vidmar- 
Mathis servicemen are paid substantially above 
the average scale. 


Service the same afternoon or the following 


dn | Gj 


morning is the rule at the store. To maintain 
such a rapid response on service calls, and to 
make sure that the men have a bona fide op- 
portunity to make good on the “7% hours per 
day productive time,” Mathis has made a lot of 
changes in the standard service structure. 

One of the most important was to do away 
with dispatching in the service shop itself. 
Mathis simply arranged for a woman in the 
main store office to handle all incoming calls 
and dispatch the servicemen. This system saves 
half an hour per day per man, enoush to get 
in at least one extra service call daily, and 
certainly, to do away with the errors, time- 
wasting follow-ups and checking, which nor- 
mally is involved where servicemen, or even 
the service manager, handles the job of writing 
up the work orders. 

Servicemen spend all but a few minutes per 
day out in the territory, coming in at 1 o’clock 
daily to pick up the afternoon orders, and im- 
mediately shooting out again after lunch. 


Holding service costs down has a lot to do with 
the fact that there are few complaints over 
cost, says Mathis. Service calls are tabbed at 
a minimum of $5 per hour including travel 
time, with an average parts bill of between $10 
and $15. Breakdown calls usually result in a 
bill of from $22.50 to $25. 


sessions with service manager Virgil Berkhouse, at right. 
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The new 1961 General Electric Filter-Flo® Washer takes a 
bigger-than-ever load —12 pounds. 20% more than previous 
models. And that’s only one of four great features. 





New 1961 General Electric Filter-Flo Washer fits flat against 
the wall, just like a ‘built-in’. Counter height and depth, it’s a 
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big space saver—a perfect work surface. 
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General Electric Filter-Flo removes dirt, keeps clothes free 
of lint fuzz. Moving, non-clogging filter cleans and re-cleans 
wash water—can be cleaned in seconds. 











New 1961 General Electric Filter-Flo Washer has a new-type 
Activator® driven by a new, more powerful motor. This gives 
extra washing action, gets clothes truly clean. 























FUN IS FUN... AND FACT IS FACT AND 
THE FACT IS THAT GENERAL ELECTRIC 
IS ANNOUNCING THE 1961 FILTER-FLO 
WASHER WITH THESE FOUR GREAT 
FEATURES ACROSS THE LINE. 








@ 


= 


(4 























ELECTRICAL MERCHANDISING WEEK 


For 1961—General Electric Filter-Flo Washers—the Volumatic V-12 Line 


ALL 4 GREAT FEATURES 


HERE THEY ARE—the four big sales 12-LB. LOAD—20% bigger than LIKE A ‘BUILT-IN.’ Install the 


features of the new 1961 General in previous models. When you put a General Electric Washer —it will fit 
. . 12-pound load in the floor demonstra- like a ‘built-in’— flat against the 
Electric Filter-Flo Washer Line. : , ; 
; tor, point out how much water, deter- wall with recess for plumbing, 
And now—no matter which gent, time and work is saved. hoses. Counter height and depth (36" high, 
model, no matter what price, every 25" deep) ideal for all living areas. 
one of these features is found right | 
across the line! 


Hee 
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These are practical features, lab- 
oratory-tested to meet the most rigid 
standards. They are features custom- 
ers want, look for—will pay for! And 
of course every washer is backed by 
the famous General Electric war- 
ranty—and reputation. 
































MODEL WA-650V 


And in some models—these extras. 5 Automatic Cycles. Just Bleach dispenser (storage or “one-shot” types). Other important 
touch a key and turn a dial to get correct water temperature, speed sales features: Cold Water Wash, Cold Water Rinse, Pre-Set 
and time for any clothes load. Each load gets “hand laundry”’ care. Water Level Selector for small, medium or large wash loads. Slop- 
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ALL ACROSS THE LINE 


FILTER-FLO Washing System. 


General Electric’s famous Filter-Flo 

Washing System cleans and re- 

cleans wash water—leaves no lint 
fuzz even with small loads. Moving, non- 
clogging filter is easy to clean. 


| i a 








BETTER WASHABILITY. au 


General Electric Washers have a 

new-type Activator® driven by a 

new, more powerful motor. This 
provides the extra washing action needed 
to get heavily soiled clothes clean. 


QUALITY-TESTED andproven. Months 


of testing, in General Electric laboratories 
and in actual home use, have shown the 
new line of Filter-Flo Washers to be the 
most dependable General Electric has ever 
produced. You can sell satisfaction, promise 
your customers unmatched performance 
from the new Volumatic V-12 line. 


Volumeatte 


All this—and a big, colorful national ad- 
vertising program, too. 


IMPORTANT: Matching High-Speed 


Dryer available for any Filter-Flo Washer. 
A washer alone is just half a home laundry! 


















































ing drain top that’s easy to clean. Choice of white or attractive 
colors. General Electric Company, Building 1, Room 207, Appliance 


Park, Louisville 1, Kentucky. 
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DRUG DEPARTMENT is complete except for pharmacy. Funland, in back- FOR THE DO-IT-YOURSELF FAN, Jefferson’s new Ft. Lauderdale, Fla. store 


ground at right, is an oversized playpen for the kiddies of shopping parents. 


offers a full line of paint and hardware items. 


Sure it is—and lots of other things besides. It’s a new “super store” 
opened recently in Fort Lauderdale by Jefferson Stores, Florida’s 


Store? 


FOR BOATING ENTHUSIASTS, Jeffer- 
son’s super store has a special display. 


2 














The new store is quite frankly designed to 
offer competition to Sears, Roebuck & Co. (a 
mile and a half away) and a soon-to-be-opened 
Jordan Marsh, big Florida department store. 


The super store has 150,000 square feet of space, 
about a third of it devoted to soft goods. An ad- 
ditional 13,000 square feet on a mezzanine is 
given over to leased service shops, including a 
barber and hairdresser, travel and insurance 
agencies, a coin and stamp shop, a gun shop 
and a tailor. 

About 15 of the main floor departments (in- 
cluding apparel) are leased operations. Jeffer- 
son continues to operate its traditional lines 
(majors, housewares, records and stereo equip- 
ment, cameras, garden supplies, jewelry and 
gifts and typewriters.) Other lines never han- 
dled before by the chain “tbut included in the 


biggest TV-appliance chain. Besides appliances (below) and soft 
goods (above), the new store carries boats, cosmetics, liquor and 
tobacco, a complete line of electric and non-electric housewares. 


new store are wines and liquor, stationery and 
books, greeting cards, pet supplies, gourmet 
items, lamps, floor coverings, tobacco and sun- 
dries, boats and outboard motors, and paint. 
Tires and auto supplies, carried by the chain 
when it opened in 1946 and _ subsequently 
dropped, have been added to the new store. 


There are two unique features in the modernis- 
tic one-story building. One is an “amusement 
wing”; the second is a free dock to accommodate 
customers who arrive by boat. 

The amusement wing has two merry-go- 
rounds, a variety of other play equipment, and 
a soft drink stand. Shoppers can leave their 
children at the amusement center with super- 
visors who are in attendance. The center is a 
joint enterprise of Jefferson Stores and Womet- 
co Theaters, a Florida movie chain. 


MORE CONVENTIONAL is the housewares department which is nevertheless unique in its completeness. 
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WEBCOR IS BUILT 


for stereoactive sales on consoles! 


Stereoactivate your holiday 
selling season with this pace- 
setting 1961 Webcor stereo- 
fonic console fonograf line! 
Top-rated in performance, 
Webcor consoles are also draw- 
ing raves on their decorator 
styling! 


Webcor Consoles Start at $189.95 


The MODERNE~—most honored console in 
the history of stereo—has a front-mounted 
balance control for perfect stereo balance. 
Powerful 30-watt dual-channel amplifier. Five 
speakers—two tweeters, two mid-range and 
large bass woofer—create superb 3-channel 
stereo sound. Plus Webcor’s famous 4-speed 


automatic stereo-diskchanger! MODERNE MODEL 1068 


MOST HONORED STEREO CHASSIS IN FONOGRAF HISTORY 
NOW AVAILABLE IN TWO STUNNING NEW CABINETS! 




















EARLY AMERICAN DANISH MODERNE 
MODEL 1068-21 MODEL 1068-31 
cherrywood finish on maple oiled natural hand-rubbed walnut 


Same magnificent chassis in Two popular standbys: Webcor also introduces the New Shape of Stereo! 


OVERTURE 
MODEL 1165 
slim Stereo Silhouette styling 


RAVINIA CORONET 
MODEL 1060 
Same features as MODERNE, Wit eas tal } : 
except for more powerful ampli- wncor Renae Fou Te BONEN 
fier, 60 watts, and a larger 15” engineering feat since stereo it- 
bass woofer. 52” cabinet. self! Natural walnut (or fruit- 
wood) cabinet tapers gracefully 
to a depth actually narrower 
than a 12” record! Superb sound, 
too! Powerful dual-channel am- 
plifier; two mid-range speakers 
and one large bass woofer for 
remarkably live 3-channel stereo 


CONSTELLATION sound. With treble-bass con- 


trols and automatic 4-speed 


MODEL 1058 diskchanger. 
Same features as MODERNE 
plus two pull-out speaker sys- AM-FM STEREO RADIO 


tems, movable up to ten feet o 

either side for stander 2 polio OVERTURE 1195 is identical, except for inclusion 

sound separation. : of AM-FM stereo radio. Other models shown are 
designed to accommodate Webcor’s exclusive “‘plug- 
in’ AM, FM or AM-FM stereo simulcast receiver— 
now or later. 
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WEBCOR IS BUILT 


to step up your holiday fonograf sales! 


Webcor has them all—the inost tailor-made step-up struc- 
ture in the industry. You’ll want to have every one of these 
money-makers in stock during the big holiday rush. Your 
Webcor distributor has all the facts on the greatest port- 
able line in history; call him today. 






With Christmas fast approaching, take a good look at the 
complete line-up of Webcor portable fonografs. They’re 
priced and styled to suit every kind of Christmas cus- 
tomer. From a low-end manual that’s the finest in its field 
to a powerful stereo that rivals most consoles in fidelity. 





Webcor Portable Fonografs start at $29.95 (Monaural) $39.95 (Stereo) 









PRESIDENT 
STEREO FONOGRAF MODEL 1150 


The tops, in power and‘ design. Reproduces music 
with the fidelity and clarity of many large con- 
soles. Balance control, usually found only on 
consoles. 18-watt dual channel amplifier. Auto- 
matic 4-speed diskchanger. 4 hi-fi speakers. 


STUDIO 
STEREO FONOGRAF MODEL 1172 


Completely automatic 4-speed stereo with dual 
channel 8-watt amplification. 4 hi-fi speakers. 
Separate controls adjust bass and treble, two 
volume controls balance the stereo sound plus 
automatic diskchanger. 





MAESTRO 


MONAURAL AUTOMATIC MODEL 1151 


Webcor’s new automatic hi-fi at the magic selling 
price. Full range PM speaker. High output turn- 
over cartridge with 2 jeweled stylii. Separate 
volume and tone controls. Choice of beautiful 
two-tone combinations. 












IMPERIAL 


STEREO FONOGRAF MODEL 1163 


A best seller. 3 hi-fi speakers with Webcor B.F.D., 
3 channel stereo. 14-watt amplifier. Balance con- 
trol. Automatic 4-speed diskchanger. May be 
played as shown through “‘sound contact” hinges 
—or separate speakers up to 8’ on either side. 


HOLIDAY 


STEREO FONOGRAF MODEL 1153 


The most famous name in portable fonografs. 
Quality reproduction is combined with handsome 
styling and full portability. Wide range speakers 
with “sound contact” hinges may be used while 
attached, or separated up to 8’ away. 





LARK 
STEREO FONOGRAF MODEL 1113 


Plays all records, stereo and monaural at all 4 
speeds. Twin volume controls to achieve perfect 
stereo balance. 2 wide range PM speakers may 
be separated up to 8’ for room-filling stereo sound. 
Built-in 45-RPM record adapter. 













CORONET 
STEREO FONOGRAF MODEL 1154 


A new concept in portable stereo design. BFD 
amplification for 3 channel stereo. Separate vol-, 
ume controls for left and right channels to match 
the music to the acoustical conditions of any 
room. Tone control. 4-speed automatic changer. 





FESTIVAL 


STEREO FONOGRAF MODEL 1152 


Lowest priced stereo automatic with many big set 
features. Automatic 4-speed stereo diskchanger. 
2 wide range speakers, one built-in, one detach- 
able. Powerful dual channel amplifier. Separate 
volume controls for balanced stereo sound. 





MELODY 


HI-Fl FONOGRAF MODEL 1112 





The finest low-priced manual fonograf made! 
Plays 4 speeds. Powerful amplifier plus wide 
range PM speaker—enough power to be heard 
clearly in a large room. Separate volume and 
tone controls. Priced for volume sales! 





ORDER FROM YOUR WEBCOR DISTRIBUTOR TODAY! 





THE NEW IDEA LINE 
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Versatile Automatic Skillet with 
2-position cover...drains as it cooks! 


Bw. 


Another ‘“‘New-Idea” Appliance from General Electric! There’s a re- 
tractable fifth leg in the handle that tips up General Electric’s Tip-Top 
Automatic Skillet. Drains fat away from chops, bacon and sausages for 
perfect pan broiling. The removable cover tucks in part way up to control 
spatter, all the way up for serving. Easy to demonstrate? Try it! Extra- 
dependable thermostat gives perfect heat control for frying, stewing, bak- 
ing. See your General Electric distributor for details. General Electric Co., 
Portable Appliance Dept., Bridgeport 2, Connecticut. 
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General Electric Tip-Top Automatic Skillet is completely 
immersible for easy cleaning! Just remove the control. 
Another feature you can demonstrate easily! 
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PRODUCTS 


FEATURES THIS WEEK 


Zenith transistor radio e O’Keefe & Merritt gas 
ranges e General Electric 1961 laundry line and new 


combo e Norelco auto mignon record player 


a 


ZENITH Transistor Radio 


Zenith’s Royal 475, all-new traveling 
table radio is smaller than a paper- 
bound pocket-size book and 2% in. 
deep; tucks away in a briefcase, or 
its own custom-designed carrying 
case. Also serves as a powerful cord- 
less table radio in the home. 

It brings in many weak, distant 
stations out of range of comparable 
sized or smaller radios and provides 
superior service in automobiles, 
planes, trains, hotels or steel build- 
ings. 

A Zenith 3%-in. speaker with an 
Alnico 5 magnet, plus a special “feed- 
back” type circuit permits rich tone 
at all volume levels. 

The 250m undistorted power out- 
put produces ample volume without 
annoying distortion. A tuned RF 
stage with 3-gang condenser increases 





sensitivity and selectivity. AVC pre- 


vents sudden blasts or drops in 
volume. 
Other features include’ vernier 


tuning; built-in Wavemagnet anten- 
na; dial-it circular tuning control and 
“bubble” lens that magnifies numer- 
als on dial scale. Polystyrene case in 
ebony or beige with white metallic 
grill. Earphone optional extra. 
Price, $49.95 less batteries. Zenith 
Sales Corp., 6001 W. Dickens Ave., 
Chicago 39. 
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GENERAL ELECTRIC 1961 Laundry Line 


All G-E Filter-Flo washers for 1961 
have 12-lb. capacity with 25-in. depth 
to fit flush with walls and counters. 
Plumbing connections are inside the 
washer. A recess in washer back con- 
tains hoses and standpipe. A more 
powerful heavy-duty motor, new 
wash basket, and spiral activator give 
more vigorous wash action. The acti- 
vator are is reduced from 200 to 160 
degs.; stroke rate is increased from 
75 to 100 spm. The pre-set load se- 
lector has 3 settings that automatical- 
ly provide the amount of water need- 
ed for washing and rinse. “Small” 
setting is for loads under 6 lbs.; 
“average” for regular loads; “large” 
for 10- to 12-lb. loads. This pre-set 
water saver or load selector auto- 
matically matches the quantity of 
rinse water to wash water level se- 
lected. Filter-Flo systems operate at 
all water levels; water is recirculated 
and filtered at rate of 4 gpm; deter- 
gent is dispensed evenly through load. 

An automatic storage-type bleach- 
ing system in top models stores, 
measures, dilutes and adds bleach to 
wash water at proper time; holds 3 
qts. liquid bleach. 

Five automatic cycles provide right 
combination wash and rinse temper- 


atures, wash and spin speeds and 
washing time for various fabrics at 
touch of key and turn of dial: 1 is 
for regular cottons and linens; 2 for 
non-colorfast cottons and linens; 3 
for sturdy synthetics; 4 for delicate 
synthetics; 5 for woolens and silk. 
Other features include illuminated 
controls, porcelain lid, washbaskct 
and tub; spin brake with lid inter- 
lock; 5 mix-or-match colors. 

An automatic dryer to match every 
1961 Filter-Flo is available. They are 
25 in. deep and 36 in. high; wiring 
connections inside cabinet for against 
the wall built-in look. 

The 1961 dryer features high speed 
drying at safe low temperatures. 
Room air enters from front, is 
warmed, entering basket from back. 
Air laden with moisture and lint is 
carried through the trap depositing 
lint and exhausted at rear. Other fea- 
tures include an automatic time and 
temperature control, new end of 
cycle signal with a musical note; 
automatic de-wrinkler; air freshener; 
foot treadle door opener: full-width 
door; magnetic door latch; automatic 
lighting; efficient lint trap; safety 
start switch and door switch. Gen- 
eral Electric Co., Louisville, Ky. 
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O’KEEFE & MERRITT 
Gas Ranges 
“The Woodland Group” of 36- and 
40-in. wood grain decorated free- 
standing ranges is announced. 
Features include full-width control 
panel set into a band of walnut- 
grained, heat- and fire-proof compo- 
sition material; fold-down unbreak- 
able glass shelf that serves as extra 
work or serving area and for storage 
of utensil implements and spices. (In 
fold-down position it protects back- 
guard and control panel from spat- 
ter); 1-piece chrome lift top; touch- 
controlled Grillevator broiler; Pano- 
matic burner; automatic triple ro- 
tisserie, automatic clock and timer 
signal; 2 convenience outlets; alumi- 
num griddle with cover; 5 Star Jet 
burners. O’Keefe & Merritt Co., 3700 
E. Olympic Blvd., Los Angeles 23. 





G-E Washer-Dryer 


G-E combination washer-dryer for 
1961 is 30 in. wide, 25 in. deep and 
counter height. The 6-baffle, 26-in. 
porcelain clothes basket washes and 
dries 8 lbs. clothes in a continuous 
operation. Amount of water and dry- 
ing time are determined by size of 
load. Controls are simple—set dial 
for choice of wash conditions (deli- 
cate, regular or special), and the 
automatic dry selector the same. For 
proper wash water temperature press 
button for warm or hot. This control 
also starts the washer. 

Bleach can be added with new 
bleach dispenser by pouring into 
handy spout. Bleach is injected into 
outer tub where it is mixed with 
wash water. The diluted bleach filters 
into tumbling clothes. Rinse water 
conditioned by pouring in 





can be 


liquid fabric softener. A “Drip-Dry” 
control automatically stops at com- 
pletion of wash cycle for drip-drying. 
Free-standing and under-counter 
models in mix-or-match colors. Gen- 
eral Electric Co., Louisville, Ky. 
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THERMADOR 

Cooking Tops 

Thermador 4-element electric cook- 
ing tops, 4M, 4MA and 4MC, are re- 
designed with shallow rough-in box 
that projects 2 5/16 in. below top of 
counter. Equipped with a 36-in. flex- 
ible metal conduit, it provides eco- 
nomical installation. 4MA series has 
Speed-Matic and Therma-Matic unit. 
Thermador Electrical Mfg. Co., 5119 
District Blvd., Los Angeles 22. 




















ZENITH Wringer Washers 


Top of the restyled Zenith wringer 
washer line are models 600P-D, 600S- 
P and 660D all of which feature a 
10-lb., 23-in. tub with bowl-shaped 
bottom for closest filter action; full- 
time lint filter; streamlined cover 
with vinyl, steam sealing gasket and 
cover hook; giant hi-vane agitator; 
thermal wall which encases porcelain 
tub to water line to keep water hot 
longer; new-look wringer; high con- 
sole type steel chassis. 

No. 660D features a 30-in. shut off 
timer at waist height level that shuts 
off entire machine and sounds a bell; 
floor length skirt and a cord winder. 
No. 560C, similar to 660D with small- 
er wringer and no shut-off timer. 
No. 460B has a 9-lb. tub with fully 
automatic wringer, without filter. 





ZEN 660D WASHER AT LEFT 





No. 360A, low end of the line, has a 
gray speckled tub, a non-automatic 
wringer and no filter. MZA Indus- 
tries, 25 University Ave., S. E. Minne- 
apolis 14, Minn. 


ZENITH BOWL SHAPED TUB AND FILTER 
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Ready now for your peak gift-sales season! 


$2. e pt 
ie 
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(NO JAPANESE PARTS) 


Built to play on penlite batteries — 
needs no special battery packs! 
Mightiest tone and performance 


you've heard in a radio so small! 
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Precision-built tuner. Zenith’s new Royal 50 has peak 
performance that begins with an air dielectric tuning 
condenser—not the plastic dielectric type. Result: 
easier, more accurate tuning, greater on-station 
stability that makes listening more enjoyable. 


Peak sensitivity—Exclusive Zenith Wavemagnet”* 
antenna plus special Zenith circuitry provide signal 
sensitivity that’s unsurpassed in radios of this 
size—another example of the Zenith sales power! 
Private listening attachment optional at extra cost. 


(ACTUAL SIZE) 


Big easy-dial control— No need to fumble with re- 
cessed tuning knobs buried in the side of the set! 
Zenith made the Royal 50 dial big, easy to tune— 
put it on the front where it belongs. Bracket type 
pointer aids tuning accuracy. 


THE ZENITH ROYAL 50 
all-transistor radio 


Batteries everywhere— No need to comb the town 
for hard-to-find special ‘‘packs.’”’ The Royal 50 
saves time, saves big money—requires only two 
inexpensive, standard penlite batteries available 
everywhere. Mercury batteries may also be used. 


Quality-built in America by highly skilled, well-paid workers! 


Plays up to 75 hours on 30¢ worth of batteries— tone, fine-tuned clarity. Yet it’s smaller than a postcard—just 
almost twice as long as similar-sized radios that use special 434" x 2116" x 114”. New nonbreakable cabinet in white or black 


battery packs costing 4 to 5 times more. Zenith’s slim and solid colors; charcoal, beige or Chinese red two-tones with 
stylish Royal 50 performs with remarkable sensitivity, powerful white. Competitively selling at $29.95* to outvalue the field! 


Ask your Zenith distributor for the Royal 50! 





Uy ZENITH RADIO CORPORA- 


Bi TION, CHICAGO 339, ILLINOIS. 

: ‘ IN CANADA: ZENITH RADIO 

The quality £0es in CORPORATION OF CANADA LTD., TORONTO, 
: ONTARIO. The Royalty of television, stereophonic 

eee . ~ high fidelity instruments, phonographs, radios and 
before the name goes on hearing aids. 42 years of leadership in radionics 


exclusively. 
* Manufacturer's suggested retail price, without batteries. 
Prices and specifications subject to change without notice. 
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Sylvania, wraps up new 


Giftable Portable 


Christmas Promotion! 


featuring TV, Radio and Stereo-phono. 


Sparkling full page, 
full color.ad in The 
Saturday Evening 
Post to bring traffic 
to your door. 





Mounted reprints Saturation spots on NBC 
of the ad to dis- ; “News on the Hour’’ reach- 
play in your store. Bea lg 3 ing additional millions. 


Speciai retail ad 

headers to build 

your own local Life-size Sylvania Santa win- 

newspaper ads. ‘A. dow banners directing pros- 
pects into your store. 


%. 2 
° x : in-store Syivania Santa * eH 
display material. ‘ 
“| * 
% a 


Exciting, surprise Christmas traffic- 
building premium. Contact your 
Sy!vania distributor for details as 


soon as possible! 





Attractive gift boxes are available for 
all new Sylvania Transistor Radios to 
help you stimulate your Christmas 
gift selling. Your Sylvania distributor 
has them now. 


Tie in... Call your Sylvania distributor today ! 


Quality you can bank on—in TV, Stereo High Fidelity, and Radio 


Sylvania Home Electronics Corp., %. N.Y. 


SYLVAN 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS Gz) 
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BRIEFS 


Two Atlas-Aire portable leaf burners 
are announced. They are flare-de- 
signed for better combustion. A draft 
opening at bottom gives flue action 
for safe burning with a minimum of 
smoke. The hinged top grill opens 
easily for loading. Closed it keeps 
leaves, papers from blowing out. 

Of aluminum-clad steel, they come 
in 3- and 4-bu. sizes; burners tilt 
slightly as they are moved about so 
ashes fall from draft opening onto 
lawn and serve as fertilizer. Atlas 
Tool & Mfg. Co., 5147 Natural Bridge 
pride St. Louis 15. 





Regina has added 2 new products: 
the Regina Floor Cleanser Concen- 
trate and Regina Electric Polisher 
Floor Wax for all types of floors. 
The Regina Corp., Rahway, N. J. 





General Electric announces a night 
light which represents the first ap- 
plication of its new electrolumines- 
cent light source. The light can be 
adjusted flat against the wall or at 
any angle up to 90 degs. and may be 
hung at any desired height. It has 3 
outlets into which other electrical 
equipment may be plugged. Price, 
$1.39. Lamp Div., General Electric 
Co., Nela Park, Cleveland, O. 


“Chateau White” is a new finish for 
traditional hardwood storage units 
which permits a hint of grain to 
show. This new finish is resistant to 
heat and alcohol damage, water spots, 
rings and scratches. It is one of 5 
hardwood grain finishes available in 
Mutschler’s Series 600 storage com- 
ponents for kitchen, dining room and 
bath. Traditional wood molding comes 
in gold with metal fleur-de-lis pulls 
enameled in white and touched with 
gold with matching rosette knobs for 
drawers. Mutschler Bros. Co., Nap- 
panee, Ind. 


A plastic clip that slips smoothly be- 
tween flanges of reels to hold loose 
ends of magnetic tape securely in 
place has been developed by Minne- 
sota Mining. Called the “Scotch” 
brand tape clip, the thimble-sized 
product is molded of polystyrene 
plastic, triangular-shaped with all 
edges tapered and smooth to prevent 
scratching tape. In packages of 10, 
35¢. Minnesota Mining & Mfg. Co., 
900 Bush Ave., St. Paul 6, Minn. 


Vent-O-Mizer is a charcoal grate of 
heavy sheet steel with an all-over 
series of ventilations in the form of 
domed openings that give maximum 
circulation of air yet prevent ashes 








from falling through to firebowl be- 
neath. It fits into most 21- or 24-in. 


round barbecue bowls. It slips on 
the spindle attached to firebowl and 
charcoal is placed on top. The domed 
apertures hold briquets in place and 
gives them proper spacing. It elimi- 
nates need for sand or gravel in bot- 
tom of firebowl, and by keeping 
charcoal and direct heat out of fire- 
bowl, it prolongs its life. The extra 
ventilation ignites charcoal faster. 
Stor-All Corp., Inglewood, Calif. 








NORELCO Record Player 


The Norelco “Auto Mignon,” a fully 
automatic hi-fi record player especial- 
ly designed for use in automobiles, is 
announced by North American Phil- 
lips. 

The Mignon plays all 45 rpm rec- 
ords. Only 1 step using 1 hand is 
required: a record is pushed into the 
slot, all operations thereafter are 
automatic. After the record is played, 
it automatically slides out of slot for 
easy removal. 

Its compact size enables the Mi- 
gnon to be readily installed in any 
car. The car radio acts as the ampli- 
fier and power is supplied by car 
battery. It operates off 6 or 12v car 
batteries and has a power consump- 
tion of 50mv. Switching from phono 
to radio or from radio to phono is 
done by pressing a pushbutton switch 





NEW PRODUCTS e 3l 





It provides 
distortion-free reproduction under all 
road conditions. It is provided with 


located on front panel. 


special built-in shock absorbers 
which compensate for sharp turns, 
sway and abrupt braking. 

The diamond stylus is preset for 
optimum pressure and automatically 
cleaned between playings. Pilot light 
indicates player is on. 

Price, $57.50. North American Phil- 
lips Co., Inc., Hi-Fi Prods. Div., 
Hicksville, Long Island, N. Y. 








AGAIN GraybaR 
HELPS YOU SELL 
THE FINEST... 


Once more Graybar leads in promotional aid to the 
dealer — with two top presentations — 

1 — “America’s Finest Electrical Gifts’’, the first edition 
of a unique dealer-to-consumer promotion created espe- 
cially for Graybar Electric Company, and featuring the 
most wanted electrical appliances brilliantly photo- 


graphed in full color. 


2 —the complete “Graybar Housewares Catalog”, for 
years widely popular with successful dealers and now 









available to you in a still more useful format. 


Serving a national network of manufacturers and 


volume... 


dealers, Graybar sponsors these sales-producing guides 
as part of its continuing program to improve the distri- 
bution of electrical appliances, and to develop more 
more profits for all. 


Next time you’re talking to your Graybar salesman 
ask him for information on other special Graybar 
merchandising aids. 


GRAYBAR ELECTRIC COMPANY, INC., 420 LEXINGTON AVENUE, NEW YORK 17,N. Y. 





IN OVER 130 
PRINCIPAL CITIES 
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Now at America’s most progressive distributors 


ACCO 


THE ONLY POWER MOWERS IN 
THE INDUSTRY THAT WILL: 


TRIN EDGE 


YOUR HEDGES YOUR LAWN 


CUT f/f TILL 


YOUR LOGS YOUR GARDEN 





BOOST YOUR PROFITS GB tees Up Your P. & t. Statement 


Just look at ACCO’S exclusive ‘Big 5’ sales features! —- Most complete line from any distributor — New 
Power Take-Off Kit — Convertible Outboard Mower—Christmas Bonus Promotion for extra sales—Hard- 
hitting, colorful national advertising. 


Intentionally better . . . by design 


ACCO 


POWER PRODUCTS DIVISION 


American Chain & Cable Company, Inc., Stevens Lane, Exeter, Pennsylvania 
Executive Offices: Bridgeport 2, Conn. — Export Dept.: 230 Park Ave., New York 17, N. Y. 
Canadian Sales Agents: John A. Huston Co. Ltd., Toronto 10, Ont., Canada 
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WAYNE SMITH PROMOTION AND 
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DISTRICT MANAGERS 
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Assistant, BRUCE TEPASKE 
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The Great 
“EQUALIZER” 


In the old west, a Colt revolver 
was known as the “great equal- 
izer.” Today, it is your vote. 
When you step into the voting 
booth, you enter the one place in 
the world where all men are 
truly equal. Your secret vote car- 
ries the same weight and counts 
exactly as much as that of the 
mightiest person in the U.S.A. 


See you at the polls! 


Published as a public service in co- 
operation with The Advertising Council 














EMPLOYMENT 
t OPPORTUNITIES 





Selling Opportunity Wanted 
Manufacturers’ Rep. for major appliances, 
radio, and TV for upper New York State. 
Four men in sales organization. Contacts 
are with leading department stores, appli- 
ance stores, and furniture stores. P.O. Box 
1092, Rochester, New York. 
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Amana: ‘We Polled U.S. Housewives’ 


. . » And what the housewives said they wanted during a six- 
month-long “depth study” Amana says they are going to get in 
the company’s longer 1961 line—including ice maker and in- 
terchangeable wooden door panels on new combos 


To the 200 distributors who 
came to Cedar Rapids, Iowa, for the 
line showing, Amana _ Executive 
Vice President George Foerstner 
could boast: 

“We conducted a six-month 
‘study-in-depth’ of housewives’ use 
of refrigerators to determine their 
needs and desires. Armed with the 
survey results, Amana has been 
able to satisfy those wants by tech- 
nical a2 decorative product im- 
provemei:‘s.” 

The result: ‘Amana has more sell 
than ever before,” said Foerstner. 


In the 1961 line are eight refriger- 
ator-freezer combinations, nine 
home freezers, plus air conditioning. 
The combination units feature: 

e@ “Frost Magnet” in six “Free-O’- 
Frost” units, ranging from the FF- 
98 at $699.50 to the IM-125 at 
$779.50. 

e@ The automatic ice maker on three 
units (the IM--98 at $749.50, the IM- 
105 at $739.50, and the IM-125). 

@ Door panels, in walnut, birch or 
decorated plastic, which slip over 
both doors of any 1961 combo, ex- 
cept the lower--end FPR-95. 


The ice maker automatically fills 
a special tray with water, then 
ejects the formed cubes into an ice 
bucket. 

Completely self-contained, the 
ice-making unit can be ‘removed 
and replaced by a serviceman in 
about 10 minutes. 


The door panels are an optional ex- 
tra designed to give Amana combos 
a “built-in” look. The birch and 
walnut panels come either in nat- 





ural shades or unstained. Both are 
genuine wood. 

The plastic panel is available in 
white with a free-form design. Also 
available is a specially treated base 
panel which can be painted or 
papered to blend with kitchen col- 
ors. Panels can be removed or ex- 
changed at any time. 


The nine freezers include six up- 
rights and three ‘“Deep-Freeze”’ 
chests. All units feature Amana’s 
“contact freezing,” one model (the 
FF-16 at $529.50) offers “Free-O’- 
Frost” and all but one upright unit 
have interior lights. 

Prices range from the 13-cubic- 
foot D-13 at $259.50 to the 25.1- 
cubiec-foot S-25 at $559.50. 

All units carry Amana’s double 
warranty which covers the refriger- 
ation motor compressor and evap- 
orator shelves for five years and 
provides a five-year warranty on 
food spoilage due to mechanical 
failure. 


New air conditioners include one 
model for casement windows, an- 
other for curtain-wall buildings. 


The year 1960 was good to Amana, 
Foerstner told his distributors. ‘‘The 
company: has enjoyed a sales gain 
for the first nine months of 1960 
over 1959, contrary to the industry 
generally which finds itself in a 
cyclical slump. 

“In January; we felt 1960 was to 
be a year of caution despite the ex- 
travagant industry claims,” he add- 
ed. ‘We did not overproduce a huge 
inventory and d we were not 
faced with problems of liquidation.” 











INTERCHANGEABLE WOOD DOOR PANELS are a highlight of Amana’s 
1961 line of refrigerator-freezers. Panels can be changed to meet the housewife’s 
future decorating needs. 








They’re After 
Your Share 


CONTINUED FROM PAGE | 

Thomas C. Butler, president of 
the Grand Union Co., titled his re- 
marks, “The Supermarket Invades 
the General Merchandise Field.” 





Grand Way Discount Centers was 
a carefully chosen name for Grand 
Union’s new 40,000 to 100,000-sq.- 
ft. “general store,” Butler reported. 


“The word ‘discount’” he said, 
“carries a connotation which is 
particularly attractive to today’s 


consumer, who is more price con- 
scious than ever. Let’s be candid: 
The manufacturer’s list price which 
used to set the absolute retail stand- 
ard is only a memory. It would 
have been inconsistent for the 
supermarket, accepted by the buy- 
ing public because of its ability to 
reduce food cost, to market general 
merchandise on any but a discount 
basis.” 

Butler traced the history of his 
chain’s move to general merchan- 
dise, including major appliances, 
radio-TV and housewares, from the 
15,000 item non-food inventory in 
earlier stores to the 30,000-plus 
non-food inventory carried today. 


There are four reasons, Butler said, 


which enable one of his stores to 
compete with dozens of one-field 
dealers in the same market area: 

@ Volume buying and discounting. 
e The growing trend and consum- 
er demand for one-stop shopping. 
e Traditional low net profit mar- 
gin of less than 2%. 

e The realization that the presence 
of food, a necessity, creates traffic 
for discretionary items which bring 
a higher gross margin. 

e And recent decisions to offer 
credit terms and service contracts. 


Supermarket chains are not the only 
outlets expanding to capture more 
of the appliance and general mer- 
chandise market. 

A packed room of business exec- 
utives heard Robert C. Kirkwood, 
president of F. W. Woolworth Co., 
tell how the concept of the variety 
store is expanding to consider any 
item fair game. As appliance and 
other durables came into the stores, 
Woolworth became more aggressive 
to match other outlets in the mar- 
ket. In 1958, for instance, Wool- 
worth began its first national ad- 
vertising campaign, which this year 
will include 30 million lines of 


newspaper space, plus TV, radio 
and magazines. 
As for the mail-order business, 


Sears’ national merchandise man- 
ager, Frank J. Schell, brought con- 
sternation to several faces in the 





audience when he told them: 

“Our catalog stores are retail 
stores and compete with other re- 
tail stores in the same area. In many 
communities we are able to deliver 
to the catalog sales office faster than 
a retail department store can de- 
liver to the home.” 


Department stores, declared Alfred 
H. Daniels, president of Burdine’s 
in Miami, “have .been expanding 
rapidly in‘a wicked world—a world 
comprised of discount houses, soft 
goods supermarkets, vending ma- 
chines with no store hours, and 
junior department stores as inap- 
propriately named as was Wee 
Gordie in his later years.” And it 
was clear from his lengthy remarks 
that department stores would fight 
the “wicked world” on its own 
terms—more credit, lower prices, 
better customer relations, and more 
private branding. 


Speaking on the discount house “a: 
a competitive force,” Stanley C. 
Hollander, professor of business ad- 
ministration at Michigan State 
University, had this to say about 
the plight of appliance dealers: 
“The struggle has been especially 
bitter in the appliance trade. We 
can add to the list of troubles, the 
highly developed promotion, guar- 
antee, and service programs of the 
manufacturers that made many con- 
completely indifferent to 


sumers 





their immediate source of supply. 
“The consumer who knows,” con- 
tinued Hollander, ‘that ‘the manu- 
facturer’s service station will do 
the repairs doesn’t care very much 


which retailer’s wrapping paper 
goes’ around the appliance.” 


Strengthening price *maintenance 
seems unlikely in the near future, 
Hollander affirmed. ‘‘Congress,” he 
said, “has repeatedly refused to pass 
a federal price maintenance law. 
Fair trade advocates are divided 
among themselves. The Department 
of Justice has become increasingly 
critical of trade association attempts 
to confine products to full price re- 
tailers.” 


“A single historical fact, however,” 
Hollander assured worried listeners, 
“is even more important than the 
impact of discounting upon oul! 
price maintenance laws. The fact is 
the continued existence, of both dis- 
counters and full price retailers. 


“The mere fact that both have sur- 
vived for so long suggests the basic 
conclusion that neither one is going 
to eliminate the other. 

“This is a very large country with 
a vast, and in many ways, highly 
segmented market, capable of ab- 
sorbing many different bundles of 
retail non-service,”’ 
Hollander concluded on a happy 
note. 


service and 
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A MESSAGE TO AMERICAN 


ELECTRICAL MERCHANDISING WEEK 


INDUSTRY © ONE OF A SERIES 


Recent Economic Growth — 
The Numbers Game 


If it truly portrayed recent rates of economic 
growth in the United States, the report on em- 
ployment, growth and price levels recently 
issued by the staff of the Joint (Congressional ) 
Economic Committee would point up scarcely 
less than a national disaster. Among other things, 
it would document impressively Premier Khrushchev’s 
crack that “the capitalist steed the United States is 
riding ... is worn out.” 

One of the major findings of the Joint Committee’s 
staff (in the Eckstein Report, named for its staff di- 
rector Otto Eckstein) is that between 1953 and 1959 
the average rate of growth of physical output in the 
United States was only 2.4 per cent per year. This is 
scarcely more than half the average annual rate of 
growth of 4.6 per cent the staff found to have prevailed 
between 1947 and 1953. 

Happily, however, the report does not reflect 
the basic economic realities. Its finding on relative 


rates of economic growth for the two periods is a sta- 
tistical tour de force which, by the selection of certain 
figures and certain dates, distorts the record of Ameri- 
ca’s long-term economic growth. 


Playing The Numbers Game 


By the selection of appropriate starting and terminal 
periods it is possible to document almost any rate of 
economic growth that is desired. The table at the bot- 
tom of this page shows you how this can be done. It will 
also show you how the Eckstein staff worked out its 
shocking contrast in growth rates. The table is built 
like a schedule of airplane fares between different 
cities. The postwar years 1946 through 1959 are put 
down on two axes. One runs down the left hand col- 
umn, the other runs across the top of the table. Put 
your finger on the point where the two axes intersect 
and you have the average rate of growth for the period 
covered. 





Starting 
Year 


1946 
1947 
1948 
1949 
1950 
1951 
1952 
1953 
1954 
1955 
1956 
1957 
1958 
1959 


1946 1947 


—0.1 


1948 


-1.9 
3.8 


1949 
-1.2 
1.8 
—0.1 


1950 


3.0 
4.1 
4.2 
8.7 


3.9 
4.9 
5.3 
8.1 
7.4 


mS OK OK OK OK OK OK OK OK OK OK OK 
>< OK DK OK OK OK OK OK OK OK OK OK 
>< OK OK OK OK OK OK OK OK OK OK 

>< OK OK OK OK OK OK OK OK OK 

>< > OK OK OK OK OK OK OK 

KK OK OK OK OK OK OK 


*Compound rates of growth 





1951 


ANNUAL AVERAGE GROWTH RATES OF THE U.S. ECONOMY, 1946-1959* 


(Percent increases, starting year to terminal year, of GNP in 1954 dollars). 


Terminal Year 


1952 


3.8 
4.6 


1953 
3.9 
4.6 
4.7 


1954 


3.2 
3.7 
3.6 
4.4 
3.4 
2.0 
1.3 
—1.6 


1955 


3.7 
4.2 
4.3 
5.0 
4.3 


1956 


3.6 
4.0 
4.0 
4.6 
3.9 
3.2 
3.2 
2.8 
5.1 4.0 
2.1 2.0 
x 18 -0.2 
X X —2.3 
X X X 


1957 


3.4 
3.8 
3.8 
4.2 
3.6 
3.0 
2.9 
2.6 


1958 


2.9 
3.2 
3.1 
3.5 
2.9 
2.2 
2.0 
1.6 
2.4 
0.5 


1959 


3.2 
3.5 
3.4 
3.8 
3.3 
2.8 
2.6 
2.4 
3.2 
2.0 
2.0 
2.0 
7.0 
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Following this procedure, you can find growth rates 
ranging all the way from —2.3 per cent, between 1957 
and 1958, to +8.7 per cent, between 1949 and 1950, 
along with almost any other rate you would choose for 
various years and sequences of several years over the 
postwar period. 

For example, if you want to demonstrate that the 
postwar growth rate through 1953 was less than 4% 
per year, you take off from 1946, include a drop of 0.1 
per cent between 1946 and 1947, and come up with a 
growth rate for the 1946-1953 period of 3.9 per cent. 
But if you want to show it was quite high, you take off 
a year later, from 1947 (which drops out that dismal 
—0O.1 per cent for 1947) and come up with a fine 
growth rate of 4.6 per cent for ithe 1947-1953 years. 


Statistical Hocus-Pocus 


That’s what the Eckstein staff did. It took off at one 
end from a year when there was just about no growth, 
went to the Korean War boom year of 1953 at the 
other end, and got that average growth rate of 4.6 per 
cent. Then it took off from the Korean War boom year 
of 1953 and ran to the year 1959, when business was 
recovering from a recession and suffered through a 
steel strike of 116 days, to come up with its 2.4 per 
cent growth rate for the second postwar period, As the 
table indicates, by taking off a year later (1954) the 
average growth rate would have become 3.2 per cent, 
and if the take off had been 1949 it would have been 
3.8 per cent. 

There are those who, in nontechnical terms, 
would characterize this as statistical hocus- 
pocus. There are also those who would see in it 
an element of political hocus-pocus, too. This is 
because the years 1947-53, when the Eckstein staff 
found there had been the healthy 4.6 per cent growth 
rate, were roughly years when we had a Democratic 
president, while the anemic growth rate of 2.4 per cent 
it calculated for the subsequent years was for years of 
a Republican presidency. 

Actually it can be shown that the civilian part of our 
economy has had more rapid growth during the Re- 
publican administration than it had during the Demo- 
cratic years. If military expenditures are subtracted 
from the national ouput, the resulting growth rate for 
1953 to 1959 is slightly higher than for 1947 to 1953. 

However, we do not question the bona fides of the 
Eckstein staff. But we do assert that it has pro- 
duced a statistical picture of the postwar growth 
of the American economy which is dangerously 
misleading both at home and abroad. 

Abroad, the report appears to give official documen- 
tation to the propaganda line that the Soviet economy 
is running rings around the U.S. economy in growth, 
and that it is Communism a country should choose if it 
really wants to develop rapidly. Building on a much 
smaller economic base than the U.S.A., the Soviet 
Union — as well as almost every less advanced nation 





q 





in the world — is bound to show a larger percentage 
increase in output than the U.S.A. But the Eckstein 
staff calculation gives the Communists ammunition 
they don’t deserve. 


Are We Facing A Crisis? 


The contrast drawn by the Joint Committee staff in 
postwar U.S. growth rates suggests that we are facing 
scarcely less than a crisis through paralysis of our 
economic growth which calls for drastic remedies. 
But this, as the full 1947 to 1959 growth record set 
forth in the table makes clear, is very definitely not the 
case. Our over-all postwar rate of growth, as measured 
by the gross national product in physical terms, has 
been 3.5 per cent per year, a rate nearly double the 
long-term growth rate of 2 per cent per year between 
1909 and 1939. In the continuing fluctuations in the 
rate of growth which more or less inevitably charac- 
terize a relatively free economy, we have had some 
downs in recent years. But our economy is now on 
the upbeat again. And at the end of this year, 
the U.S. economic growth rate for the postwar 
period can be expected to be 3.7 per cent per 
year. 

It is extremely important for the United 
States to continue to maintain this rate of eco- 
nomic growth or even to surpass it. Upon this 
effort depends our capacity to meet our defense re- 
quirements without dangerous strain, to provide an 
adequate margin for foreign aid, to improve our own 
productive facilities, and to continue to raise our own 
standard of living. 

How not only to maintain but possibly improve 
upon our postwar pace of economic growth will be the 
subject of strenuous debate in the months ahead. How- 
ever, the debate will have a much better chance of 
being constructive if the postwar growth record is seen 
in proper perspective. To this end one of the first 
things to do is to junk panic rousing statistical por- 
trayals such as that in the Eckstein report. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


Deuctd Piet 
PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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PEOPLE 
in the NEWS|!) 


White Sewing Machine Co.—R. E. 
Lavery was named vice president 
and. general manager of the home 
equipment division. He succeeds R. 
E. Isaacson, who resigned. Lavery 
was vice president of home equip- 
ment sales. C. J. Crowe was named 
general business manager of the 
division. 


RCA—Wendell R. Smith has been 
appointed staff vice president, mar- 
keting development. He was direc- 
tor, marketing research and devel- 
opment. 


General Electric—Arthur E. An- 
dres was appointed marketing 


Quality you can 
see and feel 

with Blackstone’s 
xclusive 
stainless steel 


Andres 
of G-E 


Lavery 
of White 


manager of the range department. 
He succeeds J. F. McBride who has 
been made marketing manager of 
the household refrigerator depart- 
ment. 


Admiral—Victor F. Blunda_ has 
been named a field merchandising 
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specialist for the Admiral Sales 


Corp. 


Arvin Industries—Ted Jones has 
been promoted from advertising 
manager to product manager, radios 
and phonographs, 


Whirlpool—Robert W. Paul has 
been named sales administration 
supervisor for RCA Whirlpool ap- 
pliances. He had been assistant 
manager of the sales analysis sec- 
tion of the market research depart- 
ment. He succeeds Gerald B. Har- 
vey who had become sales training 
representative. 


Hobart Manufacturing Co.—Jack R. 
Simms has been appointed Wash- 
ington, D. C., regional representative 
for the KitchenAid home _ dish- 
washer division. 


Here’s real proof of quality. Even lookers and 

price shoppers can’t pass by a stainless steel top 
without stopping to look 
natural sales opener, and only Blackstone has it. 


and feel—and ask. It’s a 


The stainless steel top is available as an option on two 


models; the top-of-the-line WAC-75 and the 


2-cycle WAC-55, with extra profits on both models. 
Put these stoppers on your floor and watch the top- 
of-the-line prospects stop, look, feel and buy. 


Franchises available in some areas. 
See your distributor or write Blackstone Corp., 
1111 Allen Street, Jamestown, New York. 


America’s 


Fastest Growing Laundry Line 














EVERYONE'S A CUSTOMER 
FOR A DEARBORN 








“Beats hell out of rubbing 
two sticks together!” 


And not only does it heat better... 
it looks better. As our friend the 
Scoutmaster already knows, from 
having Dearborn area heating in 
his home. There’s just no end to 
Dearborn’s advantages, whether you 
consider its smart styling, precision 
engineering or lasting durability. It’s 
the world’s best heating buy... for 
you or for your eustomers! 


FORWARD HEAT FLOW 
——— 





Means faster 
heating, with all 
the warm air 
directed forward 
into the living 
area. Prevents dis- 
colored, streaked 
walls and ceilings. 


The Dearborn Crest is the world’s finest 
unvented gas area heater, a standard of 
quality for the heating industry. 


Nearhor; 


Get details of Dearborn’s clean-cut selling 
policy from any of these regional sales 
offices: Atlanta, Chicago, Dallas, Los 
Angeles, San Francisco. 


10960 Dearborn Stove Co., mo 
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A Quick Check of BUSINESS TRENDS 


LATEST YEAR THE YEAR 
MONTH AGO SO FAR 


Preceding 
MONTH 


FACTORY SALES 
appliance-radio-TY index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + +' 
owed to appliance-radio-TY dealers 
($ millions) 


FAILURES 
of appliance-radio-TY dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





112 


18.0 


316 


277 


19 


103.4 


149.2** 


18.7+ 


354.34 


25.8+ 


68,282 





120 


18.1 


330 


276 


31 


129.4 


140.8°* 


18.94 


347.0+ 


23.74 


68,689 





115 


17.8 


359 


288 


33 


338.34 


24.8+ 


67,241 





2.6% down* 
(June 1960 vs. 
June 1959) 
1.1% up 
(Sept. 1960 vs. 
Sept. 1959) 
11.9% down 


(Aug. 1960 vs. 
Aug. 1959) 


3.8% down 
(Aug. 1960 vs. 
Aug. 1959) 


42.4% down 
(Sept. 1960 vs. 
Sept. 1959) 


26.1% down 
(Sept. 1960 vs. 
Sept. 1959) 


11.8% up 


1.5% down 
(2nd qtr. 1960 


vs. 2nd qtr. 1959) 


47% Up 
(2nd qtr. 1960 


vs. 2nd qtr. 1959) 


4.0% up 
(2nd qtr. 1960 


vs. 2nd qtr. 1959) 


1.5% up 
(Aug. 1960 vs. 
Aug. 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted). 
**Figures are for week ending October 15, 1960 and preceding week (revised). 


+-Figures are for quarters. 


+ +Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


1959 
(Units) 


43,900 
318,800 
87,291 
493,892 
45,906 
241,974 
62,500 
472,400 
108,400 
886,000 
342,724 
2,041,604 
297,058 
2,036,055 
293,210 
7,068,616 
129,999 
5,511,699 
182,101 
4,670,958 
492,449 
3,126,981 
314,100 
2,551,200 
61,300 
624,000 
55,300 
470,700 
143,300 
1,069,200 
32,800 
220,200 
268,465 
2,200,887 
270,332 
1,891,871 
89,517 
596,226 
18,179 
115,093 
60,000 
567,400 
256,100 
2,043,600 


FOOD WASTE DISPOSERS 


Rae aa EE a rte 
PHONOGRAPH SHIPMENTS... 


PHONOGRAPH RETAIL SALES 
RADIO PRODUCTION (excludes auto) 


oe ee oe 
TELEVISION PRODUCTION... 


TELEVISION RETAIL SALES... 


Ee 


RANGES, Electric, Stondord....... 
SERRA Ree 

RANGES, Gos, Stondord.. 

Built-in... 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 

WASHER-DRYER COMBINATIONS 

WATER HEATERS, Electric (Storage) 

WATER HEATERS, Gas (Storage) 





Aug. 

8 Mos. 
Aug. 
8 Mos. 
Aug. 
8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Week Oct. 7 
40 Weeks 
Aug. 

8 Mos. 
Week Oct. 7 
40 Weeks 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug.** 
8 Mos.** 
Aug. 

8 Mos. 
Aug. 

8 Mos. 





1960 
(Units) 


52,300 
364,000 
69,658 
432,250 
35,461 
228,046 
66,200 
482,400 
112,200 
784,000 
416,838 
2,517,260 
336,945 
2,441,724 
257,797 
7,879,368 
107,546 
6,471,324 
131,583 
4,500,249 
429,346 
3,479,731 
301,400 
2,370,600 
65,900 
558,300 
56,500 
450,100 
120,200 
967,400 
31,700 
229,000 
280,575 
2,186,051 
230,540 
1,634,000 
65,959 
482,860 
12,237 
101,071 
“42,700 
*449 700 
279,400 
1,891,300 





% 
Change 


+19.13 
+14.18 
—20.20 
—12.48 
—22.15 
— 5.16 
+ 5.92 
+ 2.12 
+ 3.5] 
—11.51 
+21.62 
+23.30 
+13.27 
+19.92 
—12.08 
+11.47 
— 3.08 
+17.41 
—27.14 
— 3.65 
—12.81 
+11.28 
— 404 
— 7.08 
+ 7.50 








*Preliminary 
**Corrected 


Sources: NEMA, AHLMA, VCMA, EIA, 
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STEAM 
IRONS 


29,700,000 


NEED Wonte 


cx (Meensteam 


wid WATER 
Nm! CONDITIONER 
a) 

A 


(Thousands of customers 
in YOUR selling area 


--- 4% MILLION MORE 


STEAM IRONS SOLD 
EVERY YEAR!) 


Wante | 
Meensteam 


the 98¢ TAP WATER 
DE-MINERALIZER 





PROTECTS 


steam iron from 
damaging tap water 
* mineral deposits! 


PREVENTS 


clogging, spurting and ugly 
hard-to-remove staining 
of ironed clothes! 














IT’S ENDORSED! 
One of America's LEADING 
STEAM IRON MANUFAC- 
TURERS includes Wantz 
Kleensteam literature with 
each iron it ships! 


NOT JUST A SINGLE SALE! 
Your Kleensteam sales REPEAT 
... REPEAT... REPEAT! (Gen- 
erates profitable call-backs on 
every first-sale!) 


AND IS IDEAL FOR DOZENS 
OF OTHER HOUSEHOLD USES! 


FULL MARGIN OF PROFIT! 


40 Percent on each sale! 


BE SURE TO ASK YOUR a nee eS 
Kleensteam REPRESENTATIVE ‘eg ficonstesm) 
HOW YOU CAN GET THE = 
Autumn Opportunity : 
Kleensteam 6-BCNUS PACK 


(No. C-600 . . . Six Cartridges/ 
One Waterflo Cylinder) 


va a FREE! 





ILLINOIS WATER TREATMENT CO. ROCKFORD, ILLINOIS 


—specialists in applications of ionXchange service. 
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IDEAS 


DIFFERENCE IN 


| Ley BE. 

—16 Months aga 

| Averages of the 54 Stocks 
S | Listed Below 


BE Another frst 
_ from Ronson! 


New! CFL Electric Shaver. 
Only shaver with “‘Super- 
Trim” — separate cutting 
edge to trim sideburns, 
moustache, long hairs. 
Rated best* of all lead- 
ing electric shavers. 
Shaves Closest, Fastest, 24 PR WAY JUNEWLY AUG SEPTSEPTSEPTSEPT OCT OCT OCT OCT OCT NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN 
with the Lightest touch } toe £4. 8 @- 0-3 OB St OR 8 PS Re ee Ee 
because of flexible, 
micro-thin shaving head. 


ELECTRICAL MERCHANDISING WEEK 


TAKING STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 





NEW 


MAKE THE 


RO 





























































































































STOCKS AND DIVIDENDS l 1960 
IN DOLLARS | HIGH 


CLOSE , CLOSE , NET 
OCT. 10 | OCT. 17 | CHANGE 


One year free service on 
all Ronson products. 77 
national service outlets. 


*Certified by York Research Corp. 


RONSON 


International Standard 
of Excellence 


Ronson Corp., Woodbridge, N. J. 


APPLIANCES, TV, RADIO AND STEREO 


FOR THE MOST ADVANCED FEATURES IN 
YOU NEED 


Suggested retail: $20. 


MAIL THIS COUPON TODAY! 


RONSON CORPORATION 
One Ronson Road, Woodbridge, N. J. 


Att: Appliance Product Mgr 


Please send me complete information on all Ronson appliances 


plus full details of new cooperative advertising program. 


NAME____ 


COMPANY 








CONVENIENT 
EVERY-MONDAY 
FREQUENCY... 
EASY-TO-READ 
EDITING 


SPECIALIZED | 
WRITTEN ABOUT | 
THIS BUSINESS ONLY... 
BY PROS FOR PROS 


NEWS IN DEPTH 

ALL THE FACTS, 

AND WHAT THEY MEAN 
FO YOU 





| 
| 
| 
| 


CHANDISING ATE EC 


EVERY MONDAY THE PROS READ 


ELECTRICAL 


MM 


NEW YORK EXCHANGE 
Admiral 

American Motors | 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1|.40B 

Chrysler | 

Decca Records !.20 
Emerson Electric | 
Emerson Radio .50F 
Fedders | 

General Dy. 1.75E 
General Elec. 2 
General Motors 2 
General Tel & El .76* 
Hoffman Elec. 60 
Hupp Corp. .37T 
Magnavox | 
Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M .60 
Montgomery Ward 2 
Monarch .30E 
Motor Wheel | 
Motorola | 

Murray Corp. 
Philco (4G 

RCA IB 

Raytheon 2.37T 
Rheem .60 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .40B 
Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10G 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60 


AMERICAN EXCHANGE 
Casco Pd. .35E 

Century Elec. '/2 

Herold Rad. 

lronrite .25T 

Lynch Corp. (Symphonic) 
Muntz TV 

National Presto 

Nat. Un. Elec. (Eureka) 
Proctor-Silex 

Republic Trans. 

Telectro Ind. 


MIDWEST EXCHANGE 
Knapp-Monarch 

Trav-ler Radio 

Webcor 








23%, 
29'/2 
27'/2 
48!/, 
41% 
45/4 
71% 
35% 
50 
22/g 
20% 
58% 
99% 
55%, 
34'/, 
30%, 
13%, 
55 
44\/, 
45%, 
88 
553% 
19%, 
23%, 
98 
29!/g 
381/, 
783% 
53% 
28%, 
13% 
21', 
16% 
43 
53% 
64!/, 
7% 
65 


1I'/ 11, — 
20% 21% + % 
183%, 19%, + % 
33%, 34. | + 1% 

29", + 

3/7, | + 

43'/, 

35%, 

447/, 

13 

16!/4 

38l/, 

74 

43%, 

26'/2 


6% 


153%, 153% 


bY, bl/, 
V4 7% 
10% | 10% 





A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 


tribution date. G—Declared or paid so far this year 


T—Payable in stock during 1960, estimated cash 


value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 


during first six months 1960. 





ANALYSIS: The news along Wall 
Street this past week was unevent- 
ful. As a result stocks continued to 


little 
chart the 

26%, with 
remaining 


move with 
EM Week 
mained at 


losses 


purpose. 


On the 
average re- 

gains 
fractional gener- 


and 


ally. A few issues made some defi- 


nite moves: 


Borg Warner was up 


144, its best weekly move in some 


three months and Minn. M&M 
showed a weekly gain of 1% pts. 
Zenith, which was at 125 at the end 
of August, continued to slip, closing 
Oct. 17 at 1055, a week-long drop 
of 2% pts. Six new lows were re- 
corded this past week—no new 
highs. Trading along the N. Y. Ex- 
change in volume shares was down 
while the American was up slightly. 
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“How high will “You mean it isn’t a 


it fly, Wilbur? ” “It’s quite racy and streamlined.” “Will it break records?” flying machine?” 
‘Break them? Good heavens, “It’s the highest-flying 
*‘Naturally. it saves them. With the music machine on the 
It’s the top of the line.”’ exclusive Record Saver.” market, that’s what.”’ 















DEMONSTRATE 
“EXPANDED STEREO” 


The “Expanded Stereo” control 
knob lets you switch high frequen- 
cies to wing speakers only, while 
Then show him how it’s done with lows remain in the two cabinet 
the new “Record Saver,” so fingers speakers. The effect is stereo at 
never smudge the sound. SePSnO CMe gACe ME OK. fs SASS RR its dramatic best. 


DEMONSTRATE 
THE “RECORD SAVER” 
Hand your customer a jacketed 


record. Ask him to remove it with- 
out touching the playing surface. 






| STEREO COMPACTS 








Presenting big sound, big stereo, big sales... | with limited budgets who still want to enter General Electric “expanded stereo”’ feature. 
. .. with the finest of General Electric’s porta- the exciting world of stereo high-fidelity. Look Dual Stereo Amplifier with 12 watts music 
bles, the top of the Stereo Compact line. at all these features: power. 

Here’s true stereo sound to equal many con- _— Exclusive “‘Record Saver” prolongs record life, Diamond Stylus, Four-speed Changer, 
soles. Console features to help you close sales. helps give better reproduction. Handsome exterior in black with silver trim. 
It’s the logical stepping-off place for people Four Dynapower Speakers with the exciting | Removable legs store easily in cabinet. 

Audio Products Section « General Electric Company Decatur, Illinois 


Progress Is Our Most Important Product  @ 


GENERAL @@ ELECTRIC 
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THE KELVINATOR PLUS... SOMETHING WORTHWHILE TO SELL BESIDES PRICE 





Annual model changes are 
not forcing Kelvinator Dealers 
to take mark-downs this fall!” 


‘Good inventory won’t be marked down-by Kelvinator dealers this fall just 
because a dial has been moved or the color of a door handle changed. 


‘Kelvinator protects dealer investment in inventory through its Constant 
Basic Improvement program. 


“Instead of mere ‘change for change’s sake,’ this program gives dealers 
important basic improvements month after month. Some are major, some 
minor, but all contribute to making Kelvinator appliances more useful, more 
dependable or more economical to operate. 


‘In the months ahead, Kelvinator dealers can expect very important new 
product improvements. But even then, through Kelvinator’s CBI program, 
appearance changes will be made so gradually that mark-downs on dealer 
inventory won't cut heavily into gross profits. 


‘This program is even helping dealers sell. Day after day, more dealers report 
that the CBI story is of tremendous value as a closing point. They tell us that 
frequently it is a more effective sales tool than a mark-down on a prior-year 
model. Apparently customers appreciate having theirinvestment protected, too. 





“In every way, the Kelvinator CBI program helps dealers sell quality and 
value at a profit.” 


AMERICAN CORPORATION, DETROIT 32, MICHIGAN 














